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Take Another Look 
At the Dehumidifier 


They’re big. So big, in fact, that sales just 
might hit half-a-million or almost double 
last year’s total. Prices were running from 
$70 at the low end to $105 on deluxe mod- 
els and dealers could figure on making $10 
to $25 per sale. But no one was sure why 
dehumidifiers had caught on. see page 7 


Eeho With a Future 


Thet’s how the situation appears to be 
shaping up for Hammond’s stereo reverba- 
phonic sound. Already figuring in high-end 
and packaged stereo, the complex electronic 
circuit may spread to portables and hi-fi 
rigs. see page 2 


Business Machines— 


They Can Pay Off 


Many dealers are skeptical about the value 
of the machines, but here are a couple of 
cases where they have been used to cut er- 
rors and save time and money. see page 24 
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THAT AHLMA AD CODE 


Look, Fellers! 
They REALLY 
Mean It! 


FROM WHIRLPOOL: “If... it means we have 
to part company with some people, then I am 
sure we will... ,” said a vice president. 


FROM MAYTAG: 


“We will not be honoring 


claims for (co-op) advertising that conflict 
with the guide,” said the ad manager. 


So spoke two important home laundry ex- 
ecutives last week. It seemed as if a revolu- 
tion in appliance advertising was in the 
works. 

They had been asked what their com- 
panies—both members of the American Home 
Laundry Manufacturers Assn.—planned to 
do to enforce the advertising code just ap- 
pDroved by the association. Their answer was 
stronger than expected: Use the big stick 
of withholding cooperaiive advertising money 
from dealers who don’t stop deceptive ad- 
vertising, as defined by the Federal Trade 


Commission and AHLMA. 


Jack D. Sparks, vice president for sales of 
Whirlpool Corp., laid it right on the line. 
“We have quite complete plans to implement 
the AHLMA ad guide,” he said. ‘There are 
the 10,000 copies we are distributing. The 


subject is on the agenda for our distributor 
meetings. ... We are going to be very firm. 
If, when all else has been tried, it means we 
have to part company with some people, then 
I am sure we will part company. If we don’t, 
we'll never get this industry straightened 
out.” 


Ralph Nunn, advertising manager of May- 
tag, was equally candid: “Starting right now, 
we are conforming to the guide in our coop- 
erative advertising program. We will not be 
honoring claims for advertising that con- 
flict with the AHLMA guide. We eliminated 
comparative pricing some time ago, and have 
been turning down claims made for was-is 

ads.” 
Other manufacturers weren’t as sure as 
Whirlpool and Maytag that they would use 
Continued on page 2 





G-E Opens Door to ‘Qualified’ Servicing Dealers 


G-E dealers who have been wondering how 
the factory really feels about servicing dealers 
can now breathe a little. 

“Qualified” dealers can now get servicing 
franchises—if wanted—regardless of the ter- 
ritory in which they are located. As of today, 
this is G-E factory policy, stated and blessed by 
Bob Hawley, general manager of the major 
appliance. sales and distribution department at 
General Electric. 


The new policy statement does not knock out 
or change G-E’s attitude toward central serv- 
ice. It does, however, make the local G-E fac- 
tory branch manager a little less of a free agent 
in determining the service situation in his own 
market. 


Previously, once central service came to a mar- 
ket, the branch manager became the sole judge 
as to whether a dealer too could provide service 





Creeping central service and a mute 
factory worried them, but now General 
Electric reassures service-oriented deal- 
ers that “Somebody up here loves you.” 


and buy with the accompanying $6 to $17 serv- 
ice dealer allowance. Although many dealers 
were delighted to give up service and get out 
from under, some dealers wanted to continue 
doing their own. These latter dealers had no 
redress in contested cases since the factory had 
no specific stand of its own, preferring to let the 
distributor handle it on the basis of a super- 
seding policy of “local determination.” 

In certain markets—New York—there are no 
dealers doing their own service; since arrival 
of central service. In others, notably Washing- 
ton, D. C., and Philadelphia, certain dealers 
were “exception” dealers and continued to do 


service under the gun of central service. These 
did not know their future fate, did not know 
whether the next branch manager would bless 
them as the incumbent had, and had no clear 
reading from above on where the branch man- 
ager’s boss stood. 

Now dealers anxious to do their own service 
know that somebody up there does love them 


But that’s as far as the factory goes. The dis- 
tributor is still the man to decide, still the man 
to grant the option. 

A factory letter to branches states that dis- 
trict managers or sales and distribution depart- 
ments and independent distributors will (still) 
set the standards to be met by dealers seeking 
service franchises. 


Local determination is still the deal, but the 
supplicant can now rebut: “Yeah, but your boss 
says he likes having me around.” 
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It’s possible, says Hammond, 
whi: i developed the complex 
electronic circuit for its or- 
gans and has patents pending 
on the device 


Reverbaphonic sound, which has 
been talked of so far only as a fea- 
ture in high-end packaged stereo, 
may spread to portables, to com- 
ponent hi-fi rigs and even to mono- 
phonic phonos. 

Pressed for word on the above de- 
velopments, the Hammond Organ 
people said all are possible. H. M. 
Theisen, manager of special prod- 
ucts, would give no specifics but did 
say “there is high activity in those 
areas.” 

Theisen pointed out that with 
the present unit, reverbaphonic 
sound is held to consoles. The unit is 
16 inches long and could not fit into 
a portable unless the portable were 
fairly Jarge. Reverbs also take ad- 


ditional components in their drive 
and pick-up circuitry. 

Reverbs could be built in smaller 
versions, Theisen said, opening the 
portable market. He also added that 
reverb units could be made as com- 
ponents to be marketed to the audi- 
ophile trade and jacked into ex- 
isting high fidelity rigs. Also re- 
verbs could be made as retaii add- 
ons for either stereo or monophonic 
consoles already on the market. 

How much would they cost? Thei- 
sen had no idea. He said that pres- 
ent reverb units—like those in the 
Philco and Zenith consoles—are sold 
to anyone by Hammond for $5.50 to 
$6. He believes that the extra com- 
ponents and hardware needed to 
put reverbs in stereo consoles would 
bring factory installation cost to 
“about $10 or less.” 


Reverbs are not necessarily high- 
end features, he insisted. This, de- 
spite the fact that Philco, Zenith 
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Will Stereo Reverbaphonic Sound 
Appear in Portables, Hi-Fi Rigs? 


and Westinghouse are putting re- 
verbs in high end only. Theisen 
pointed out that reverbs start at 
Philco in a unit that retails at $329, 
which he does not consider high 
end. 

High end or not, Philco’s vice 
president for product planning, said 
Philco uses reverb in units which 
have 24 watts or better output and 
the company has reverbless consoles 
at lower wattages and lower prices. 


Who else is going for reverbaphonic 
sound? Hammond does not kiss and 
tell. But, Theisen said, there will 
be others announcing at the Music 
Show and later in the year. 

Columbia, which last week pitched 
its new phono line as one without 
gimmicks, gadgets, percentages— 
just sound—will not go for reverb. 
Neither will Webcor, which consid- 
ers it “fine for organs.’’ Admiral ad- 
mitted it is looking. Motorola would 
not talk. 


RCA will probably go for reverb 
later in the year. Rumor had it that 
RCA was shunned by Hammond be- 
cause Hammond believed RCA was 
going into the portable organ busi- 
ness. Theisen said Hammond 
shunned nobody because it solicited 
nobody. “They came when they 
heard about it, just as everyone else 
did. We did no calling. We have 
no ax to grind. We didn’t have to 
look for business.” (RCA’s Ray 
Saxon later said that RCA has no 
intention of .going into the organ 
business. ) 


So, reverb is not sweeping the busi- 
ness yet. Some have announced 
themselves in, some have announced 
themselves out. Some praise rever- 
beration; some consider it a gim- 
mick. The final word is not yet in, 
though it is likely others will get 
on the bandwagon. 

Waiting for no one, Hammond, 
which owns the business and has 
a patent pending on the reverb 
unit, keeps on _ producing and 
counting its money. Delivery is 10 
weeks. 

Would Hammond go into market- 
ing of reverbs at retail? “No. Ham- 
mond wouldn’t. But others might!” 
said Theisen, signing off. 





It’s a Trailer, No Kidding! 


BALTIMORE GAS & ELECTRIC puts this well-equipped kitchen on the road in 
its 32-foot trailer. When traveling to fairs, church grounds and neighboring towns, 
the 14-foot width telescopes to eight feet. In 11 months of exhibition, nearly 
70,000 adults have visited the novel trailer. 





*,.. They REALLY Mean It! 


CONTINUED FROM PAGE | 

their power as cooperative adver- 
tisers to enforce the new AHLMA 
code (EM Week, June 27). 

For one thing, some, like West- 
inghouse, said dealers already 
seemed to be policing themselves 
presumably armed with the three 
FTC guides from which the AHLMA 
committee drew much of its code. 
Others groaned at the paper work 
entailed in checking hundreds of 
cooperative ads at the factory. 
(Whirlpool handles upwards of 
150,000 ads a year at the factory, 
and so has the machinery to moni- 
tor deception.) Manufacturers who 
channel cooperative advertising 
through independent distributors 
had an entirely different problem: 
The advertising is scattered 
throughout the country and pretty 
far from their control 


This was the position in which Easy 
found itself. The company enforces 


_noted the 


co-op advertising on the distributor 
level, with an occasional audit. “All 
we can do is talk, plead and cajole,” 
said Parker Erickson, vice president 
and general manager. But he 
thought the code would work. “I 
think a cleanup is necessary. The 
industry needs it. It was either a 
case of clean up our advertising or 
face government action.” 

In Washington, where the FTC 
has been checking local retail ad- 
vertising published in a_ selected 
(and secret) list of cities, the re- 
action to the AHLMA code was a 
welcome addition to a _ growing 
number of trade associations polic- 
ing their own advertising. 

The FTC spokesman particularly 
AHLMA requirement 
that model numbers must be used 
whenever models are advertised by 
price, pointing out that this. part 
of the code goes farther than FTC’s 
own recommendations for policing 
advertisements. 





A Large-Scale Dump Now? 
The Possibility Is Fading 


Every day that goes by puts the probability of a large-scale dump 
farther out of sight. (For a look around the country see Regional 


Round-Up, page 3.) 


This optimism is what EM Week 
found last week in talks with the 
industry at high and low levels. 

Because officials talked actual 
numbers, nobody would be quoted, 
but the sense of their arguments 
goes like this: 

Right now, the reins are hauled 
way back and production is under 
control. 

Right now, retail movement is 
picking up, if late sales to dealers 
are any indication. 

Right now, for even some of the 
biggest companies inventories are 
fast adjusting themselves. 


There was an undoubted scare eight 
or nine days ago as garbled word 
of Frigidaire’s laundry price cut got 
out. It took three days for the dust 
to settle and industry people to re- 
alize that Frigidaire always reduces 
prices on leftover merchandise 
about this time of the year. 

There was a certain amount of 
dealer feedback in that rumor, 
which at one point had Dayton 
chopping 30% out of the price 
structure. Sales managers all over 
the industry for the past 10 days 
have had scare reports from the 
field on prices. Of three fairly seri- 
ous ones checked back, every one 
represented an exaggeration of a 


deal, or model number mistake. 

Still, it is true that the key ac- 
counts are not buying white goods 
in depth. And the reason is simple, 
according to a key account: “If I 
buy and somebody dumps and it 
isn’t my brand, I’m dead until I 
can work off that merchandise the 
hard way.” 


This man would be most happy to 
buy big right now. All he needs is 
to be convinced he can sell what 
he buys at a profit. He doesn’t really 
care what the price is so long as it 
keeps him in the market place. 

Thus, it boils down to retail move- 
ment and a slight case of over- 
production based on too much opti- 
mism. 


As far as retail movement is con- 
cerned, there is the weather, the 
vast outdoor goods industry, the 
election year, and a steel strike 
hangover to blame. Whether it is 
any of these, or a combination, or 
something else entirely, the fact 
remains that dealers in the mass 
have been convinced until now that 
buying wasn’t smart. 

Maybe they’ve changed 
minds. 

Two weeks from now, we’ll all 
know what happened. 


their 





Reaction in other quarters also was 
enthusiastic. Gail Pinkstaff, execu- 
tive secretary of NARDA, said his 
organization tends to look at the 
code as a model for local codes to be 
drawn up by groups of dealers. He 
said members of NARDA will be 
encouraged to: submit examples of 
local ads which don’t meet the 
spirit of the code. What will happen 
to these ads wasn’t certain last 
week. Pinkstaff plans to confer with 


Guenther 
AHLMA. 

With the code published and 
much of the laundry industry vigor- 
ously behind it, the imponderable 
was the local dealer. Would he go 
along and hear consumer com- 
plaints about advertising dwindle? 
Or would he fight the code as an 
invasion of his rights? With the 
chance of a real government crack- 
down, the answers were important. 


Baumgart, president of 
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EAST ... New York—Suburban 
stores fringing the metropolitan 
complex were leading the way 
last week in a general upturn 
for appliance sales. 

Air conditioners were out 
front finally, as a spell of hot 
weather had customers shak- 
ing the moths and money out of 
their wallets. 

But the big surprise was re- 
frigerators, and to a lesser ex- 
tent, freezers. Nobody could 
say why, but customers who 
walked in to look at TV, stereo 
and housewares often walked 
out with a cooler contract. Even 
if most sales were at the low 
end of the line, few dealers 
were complaining. 

Not everybody was having a 
hot time, however. Downtown 
on Manhattan’s “appliance 
row,” dealer Charlie Dressner 
said flatly, “The business stinks, 
and don’t ask me why. I just 
came back from down in Wash- 
ington, D. C., and it stinks down 
there too.” 

But the majority felt the up- 
swing begin last week and were 
very optimistic about the rest 
of the summer. 

Sid Carson in Queens said 
19- and 17-inch TV was moving 
best, while dehumidifiers and 
air conditioners were beginning 
to pull ahead. 

Way out on Long Island deal- 
er Tom Fisher reported good 
volume on refrigerators and 
small TV. 

Charlie Stone, Scarsdale and 
Bronx dealer, agreed—refrig- 

erators and freezers were hot 

items. 

Sam Gordon, who runs three 
nearby New Jersey appliance 
stores, said business was good 
and echoed the sentiments of 
many dealers when he said: 
“It’s a soft market and hard- 
sell will move the goods, but 
price-cutting helps nobody.” 





SOUTH ... 


SOUTH CENTRAL 


ATLANTA—A June 
full of over-90-degree days has 
brought out the customers. Last 
week they were still coming to 
see and buy air conditioners, 
fans, freezers and refrigerators. 

As one chain manager put it 
—‘‘We’re doing as well as last 
June. And, buddy, that ain’t 
bad.” 

Department stores and inde- 
pendents alike were reporting 
volume in the usual hot-weath- 
er items. Haverty Furniture Co. 
even saw a surge in washers 
and stoves. 

But air conditioners were 
leading the big-dollar parade. 
Big mover was the one-ton unit, 
but 1%’s were moving better 
than last year. 

Earl Gunn Appliance & TV 
put a ton of ice in his show 
window and advertised special 
prices on York air conditioners 
as long as the ice would last. 
Gunn gave prizes to customers 
who guessed closest to the exact 
time the ice would melt. The 
ice lasted well over 24 hours— 
time enough for 84 customers to 
respond to newspaper ads an- 
nouncing the sale. Eight bought 
air conditioners, two bought re- 
frigerators, two bought gas 
stoves and two bought TV. 


LOUIS- 
VILLE—An expected 3% sales 
tax was causing a boom in ap- 
pliances here. Customers hurry- 
ing to get under the wire before 
the tax takes effect were doub- 
ling last year’s sales, according 
to Joe Fleischaker of Will Sales 
Appliance Stores. 

The basic items—refrigera- 
tors and washers—were moving 
well, Joe said. He also reported 
a market for wringer washers 
was being uncovered by Will’s 
promotion for them. 

Fleischaker said plenty of 
deals were being made, in spite 


Most dealers in most places told EM Week that good times were here 
again with air conditioners and refrigerators on the move. 





of the sellers’ market here. Es- 
pecially noticeable were deals 
in TV. Prices in general were 
soft. 

Reversing the trend to more 
suburban branches, dealer 
Clarence H. Kirchdorfer, who 
moved out of the city four years 
ago, bought a downtown paint 
store and stocked it full of ap- 
pliances. He’s decided that a 
downtown market exists after 
all. 


NORTH CENTRAL ...SALT LAKE 


CITY—Cool weather and the 
“backlash” from copper and 
steel strikes in this area were 
continuing to freeze appliance 
sales at below normal levels. 

Clarence Gilner, 25-year vet- 
eran G-E dealer, blamed the 
strikes for poor business in his 
downtown store—“Off consider- 
ably in all lines from a year 
ago,” he said. 

Karl Dahl concurred. Dahl, 
recently named appliance man- 
ager of ZCMC Department 
Store, also blamed the going 
out of business sales of ZCMC 
Wholesale Distributors Inc. and 
a major remodeling sale of sub- 
urban Granite Furniture. 
“Along with the discounters,” 
Dahl said, “price competition 
from these sales has hurt the 
downtown merchant who can- 
not lower his quotations and 
still stay in business.” 

Other retailers were kicking 
about the cool weather which 
was knocking room air condi- 
tioners for a “cocked hat” com- 


‘pared with last year’s sales. 


One dissenter, Ed Lane of 
The Paris Co., said his business 
for the first half of 1960 was 
ahead of last year, with refrig- 
erators and other major white 
goods leading the way. 


SOUTHWEST... ALBUQUERQUE 


—Belated hot weather was be- 





ginning to stimulate air condi- 
tioner sales, while home elec- 
tronics were strengthening. 

Lou Miera of Fedway report- 
ed “healthy increases” in TV 
and stereo, said both portable 
and large air conditioners were 
“really moving.” 

Tex Ford of K & B Music & 
Appliances, was frowning over 
dryers but happy over the way 
washers, electronics and air 
conditioners were picking up. A 
3,000-sq.-ft. enlargement of his 
store was showing good results. 

Mel Ross of Griffiths Appli- 
ance Center was puzzling over 
refrigerators. “They’re down 
about 10%,” he said, ‘and no- 
body knows why.” Speaking for 
both Griffiths stores, Ross re- 
ported laundry equipment and 
TV holding up well. 


NORTHWEST... SEATTLE—Ap- 
pliance dealers here were finally 
beginning to get a big break 
last week. After fighting tough 
sales resistance since the first of 
the year, .most dealers were 
feeling the results of a change 
in customer attitude during 
June. 

Some dealers were giving 
world politics much of the cred- 
it. Since Khrushchev’s blowup, 
a big “Bomarc” contract for 
Boeing (the city’s largest pay- 
roll) has been revived, and 
Boeing workers, surer of their 
jobs, are buying again. 

“Activity Has been very 
good,” said Ward Davison of 
Davison Appliance. “May was 
better than a year ago, after a 
real bad April, and June was 
not too bad despite a slump in 
TV,” he noted. 

Jack Lynch of Commercial 
Automotive Appliance Center 
and Tom Carmichael of Burns 
& Carmichael were agreeing 
that the appliance picture was 
beginning to look bright again. 



























BUSINESS BRIEFS 


e Nearly seven out of 10 retailers 
surveyed nationally by the Bureau 
of Advertising of the American 
Newspaper Publishers Assn. expect 
summer business gains. In addition, 
59% expect an average summer 
profit rise of 10%; 28%, the same 
profits as last year; 13% a decrease 
of 7.5%. 























e Bamboo for metal in television 
antenna poles? Could be, according 
to Wesley Hosick, president of the 
Hosick Television Co. in Toronto. 
He expects to sell 200 Japanese 40- 
foot bamboo poles from 3% to 5 
inches thick. They are lighter and 
cheaper than metal and will sell for 
about $65 in Canada. 


@ The electronic-appliance indus- 
try is giving the American public 
its greatest bargains in years, says 
Car] E. Lantz, president of the Ad- 
miral Sales Corp. The reason: Im- 
provements in mass_ production 
techniques have enabled a cut in 
retail prices. 





THIS WEEK'S 
COLOR TV 


MONDAY (Ail Times E.D.T.) 

11 A.M. (NBC) The Price Is Right 
(Monday-Friday) 

12:30 P.M. (NBC) It Could Be You 
(Monday-Friday) 

10 P.M. (NBC) "One Loud, Clear 

Voice’ starring Wendell Corey 



















TUESDAY 
9:30 P.M. (NBC) Arthur Murray 






WEDNESDAY 
8:30 P.M. (NBC) The Price Is Right 






FRIDAY 
9:30 P.M. (NBC) Masquerade Party 
10 P.M. (NBC) Moment of Fear 











SATURDAY 
10 A.M. (NBC) Howdy Doody 





A New Twist From Norge 


VERSATILITY OF THE NORGE dryer is promoted in a 32-page booklet which 
humorously describes unusual uses of the machine found by customers. Above: 
Dog-drying (door taped open and heat without tumbling). Other uses mentioned 
in the new booklet: Drying photographic negatives, cooling cakes and pies, de- 
frosting turkeys, freshening valuable furs with air. | 


10:30 A.M. (NBC) Ruff & Reddy 
7:30 P.M. (NBC) Bonanza 


SUNDAY 
8 P.M. (NBC) Music on Ice 
9 P.M. (NBC) Chevy Mystery Show 
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Japanese TV Hits IRE Conference 


Japan to the U. S. Also, color sets 
will shrink as they become more 
transistorized. 


Limited tube facilities, retooling 
problems and costs inherent in 
gaining production and _ servicing 
know-how will keep prices high 
for some months at least. “Color 
imports will be negligible this 


At the Markets there was American TV galore, but when the 
Institute of Radio Engineers met for its spring technical con- 
ference, members heard much more about imports from Japa- 
nese manufacturers The next step in B&W, Goldstein 
predicts, will be a 14-inch, tran- 


Meeting in the cloistered Grae- 
mer Hotel—far out on Chicago’s 
West Side—the Institute of Radio 
Engineers heard plenty of technical 
papers (“a low noise VHF tuner 
using a nuvistor triode RF ampli- 
fier’’ was typical). 

Less technical—but more _ en- 
thralling—was Dr. Milton Gold- 
stein, head of a Chicago technical 
institute, who painted a clear pic- 
ture of Japanese TV. 

Briefly, Goldstein told the IRE: 

“Japanese black-and-white tele- 
vision will be here in quantity by 
this fall.” 

And, “Japanese color television 
won’t be any factor at all for a 
year to 18 months.” 


Goldstein’s predictions are based on 
a year-long research project his in- 
stitute is conducting for an un- 
named American electronics com- 
pany. A five-man team now is in 
Japan gathering data for Goldstein. 

Chatting with engineers after his 
talk, Goldstein brushed aside cur- 


rent eight-inch transistor models as 
“a novelty, and an expensive one.” 
Japan’s chief TV weapon, he said, 
will be a 19-inch, portable unit 
with a retail price of about $170. 
At least six concerns (Sony, Hitachi, 
Mitsubishi, Victor, Toshiba and 
Matsushita) currently are making 
such units and will begin sending 
them to the U. S. by late fall or 
early winter. 

Agreeing with Goldstein was 
Herbert Kabat, executive vice 
president of Delmonico Interna- 
tional, importer of Victor products. 
Kabat said Delmonico expected to 
bring in 20,000 19-inch Victor 
portables by the end of 1960. Retail 
price will be $169.95. 


Color television is a long way off, 
even in Japan, Goldstein continued. 
Color transmission won’t begin 
there until September and the few 
color receivers now being marketed 
bring $1,000 to $1,300. Further- 
more, the sets are too bulky to sell 
—or even to import. 


year,” he thinks, ‘mainly samples.” 

When color units do reach this 
country, Goldstein explains they 
will have 17-inch tubes. Hitachi 
and Victor units, displayed at last 
spring’s Chicago Parts Show fea- 
tured 21-inch tubes. “Those 21-inch 
tubes were American-made,” Gold- 
stein explained. Bob Sampson of 
Sampson Co., which imports Hi- 
tachi products, says the 21-inch 
color tube on the Hitachi set was 
made by the Japanese firm under 
an RCA license. 

Sampson agrees that Japanese 
color won’t be seen here in quan- 
tity, “for the balance of this year 
at least.” Still, he hopes to have 
some Hitachi sets in the U. S. by 
late fall. 

Sampson will import the chassis, 
then add the cabinet in this coun- 
try. Delmonico, if it decides to 
bring in the Victor color set, will 
add both the cabinet and a 21-inch 
RCA color tube in the United 
States. That would one way to 
beat the $50 freight*charge from 
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FIVE-INCH speaker is major feature 
of new transistor portable radio. 














BIGGEST APPLAUSE was drawn by 
this stereo hi-fi tuckaway model. 


FROM WEST GERMANY comes the 
Porta-Corder, weighing only 12 lb. 


Columbia: ‘We Are Marketers’ 


Columbia has cherry-picked the 
private brand facilities of the U. S., 
Japan and West Germany in as- 
sembling the 1961 line shown to 
distributors in New York. 

“We’re a marketing organization. 
We don’t manufacture any item in 
the line,” Jim Shallow, vice presi- 
dent and general manager of Co- 
lumbia Phonographs, said candidly. 
Units are built to Columbia speci- 
fications and contain many CBS 
Electronics components. 
The marketing package includes 
10 portable phonos, some _ with 
changers clearly marked ‘West 
yermany.” Several of eight con- 
soles again have the Magnavox 
cabinetry look. To the current five- 
transistor West German radio line 
(which includes Columbia’s exclu- 
sive Convertible) is added: a West 
German portable with five-inch 
speaker; a West German three-way 
portable with marine band; three 
Japanese AM-FM tables with parts 
bearing the “National” brand of 
Matsushita. And for the first time, 
Columbia has diversified into port- 
able tape recorders. The mike of 
the all-transistorized model bore 


the name “Grundig.” 

Radio is cherry-picked in an- 
other way, too, as Columbia stays 
out of AM-only and _ clock-radio 
areas which it considers too de- 
pressed in price for any profits. 

In pitching the line, Sales Man- 
ager Milton Selkowitz said the 
portable phonos are divided into 
three groups. Four monophonic 
units at $19, $24, $29 and $49 are 
aimed at the teenage market. Three 
“hi-fi stereo” units go at the $79 
and $99 brackets. Three wing-mod- 
els hit at $129, $149 and $189. 


Consoles start at a hot price of $139 
for a 21%-inch-wide, all-wood, 
four-speaker unit with single tuck- 
away satellite and steps to $159 
for a two-tuckaway model which 
drew the biggest applause of the 
day. The latter adds AM-FM at 
$239. Six more one-piece consoles 
follow from $199 to $450, the latter 
a prestige furniture piece. 

In radio, Columbia’s five-transis- 
tor pocket portables -carry over, 
drop from $29 and $34 to $21 and 
$29 and include earphone and case 
in the package. The Convertible— 
you slip the pocket portable into a 


tabie speaker unit—comes in at 
$49. All are West German. A five- 
transistor penlight portable (West 
German) with five-inch speaker is 
added at $29.95. 


AM-FM enters the mix with a six- 
tube Japanese table model at $49. 
A three-way (AM-FM _ marine 
band) portable with pushbutton 
selectors follows at $99. It’s West 
German. Top of the line is a big, 
wood cabinet Japanese table model 
with AM-FM and 6 to 18 mega- 
cycle short wave at $119. 

First of the portable recorders is 
a 12-pounder with five-inch reels, 
two speeds, 100 to 10,000 cps. Re- 
sponse, mike, stand, reels, all for 
$89. Its mate is a fully transistor- 
ized West German nine-pounder, 
delivers 150 to 6,000 cps., and is 
priced at $129 with long discount. 

Shallow saw phono industry up 
from 4.6 million units at $500 mil- 
lion distributor billing to 5.25 mil- 
lion units and $600 million distrib- 
utor billing in 1960 and 5.8 million 
in five years. He doubts that any 
maker will get the CBS-MMM 
cartridge to the Music Show or the 
Market this year. 





sistorized portable. All 10 Japanese 
TV makers are experimenting with 
14-inch models now, some may' 
have them on the market in 1961. 
Main drawback here is price, since 
the eight=inch units shown by Sony 
and Victor sell for $200 to $250 in 
Japan. 

Other problems are weight and 
battery drain. The bigger screen, 
in a truly portable unit, however, 
would give the 14-inch set a strong 
selling push which the eight-inch 
doesn’t have. 


An eight-inch tube model may be 
sold in this country, but Goldstein, 
along with most importers, thinks 
the set’s appeal is limited. Still, 
the price would be attractive ($70 
wholesale, $110 to $120 retail, 
Goldstein thinks). 

According to Goldstein’s infor- 
mation, a New York import firm 
has contracted to bring in 15,000, 
eight-inch tube sets. Other import- 
ers doubt this. ‘“‘The set’s junk,” one 
man said. “It’s nothing but a toy,” 
echoed another. 


Japanese TV exports reached about 
27,000 last year, with most sets go- 
ing to the Scandinavian countries 
and Hong Kong. Only three Japa- 
nese receivers came to the United 
States last year. 

In 1955, Japan exported 61 re- 
ceivers. That climbed to 853 in 
1956, to 6,116 in 1957, to 14,740 in 
1958 and to 26,620 last year. These 
are all Goldstein’s figures, but an 
American TV executive who should 
be in a position to know, thinks the 
totals are “pretty accurate.” 

Japan, Goldstein goes on, will 
continue to concentrate on the 
Scandinavian market, at least for 
the time being. Hitachi and Toshiba, 
for instance, are reported ready to 
send 50,000 units to Sweden, Den- 
mark and Norway in the next two 
years. If U. S. importers rise to the 
bait, exports to this country could 
be as great. 


Most technical men agreed the Jap- 
anese unit looked good. “They kill 
us with their transistors,” snapped 
one engineer. Another saw U. S. 
television swinging entirely to tran- 
sistors within three years. 

American manufacturers haven’t 
been ignoring the Japanese threat. 
Typical is Admiral, which already 
has pilot models of 10-, 14- and 19- 
inch transistor portables. For two 
years, Admiral has been telling its 
distributors it would go with the 
units “when the price comes with- 
in a few dollars of the price of a 
tube set.” 


Three American TV wrinkles drew 
attention at the IRE meeting: 

e@ Warwick’s “squeeze-bottle”’ re- 
mote unit, an ultra-sonic whistle 
capable of switching channels and 
turning the set off. 

e@ Philco’s 122-degree picture tube. 
e A fiat TV picture tube, perhaps 
only an inch thick. Three different 
flat tube designs show promise, said 
Dr. Edward Ramber of RCA. Main 
feature would be a gun parallel to 
the screen, rather than facing it. 
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FIRST AND ONLY NO-FROST 
GAS REFRIGERATOR-FREEZER 


It’s an RCA WHIRLPOOL...all new, all over... 
with every modern feature housewives want 


There’s nothing else like it! A “‘first’”’ in every respect, this remarkable new RCA WHIRLPOOL 
gas refrigerator-freezer has No-F rost build up in either refrigerator or freezer . . . slim, trim, 
squared-up design for flush fit and built-in look . . . new foamed insulation that permits 
thinner walls and doors; up to 35% more food storage in the same floor space . . . a 10- 
year warranty on the sealed gas refrigeration system . . . amazing operating economy! 





Exclusive IceMagic® ice maker PLUS Jet-Cold* Shelf for quick chilling . . . Activated Cold System . . . Jet-Cold* Meat 
7 ececcncl ee ge ee Se ee Chest ... Million-Magnet* doors. . .‘‘zero-degree’’ freezer... many features never before 
trays, no filling, wilting or caving loose. Big available in a gas refrigerator-freezer. Here’s a tremendous new sales opportunity for you! 
capacity, too. 
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Your family will love our family of home appliances 
Join up!...it's easier to sell { 
: : Products of WHIRLPOOL CORPORATION St. J h, Michi 
RCA WHIRLPOOL than sell against it! spice sane i ag 








Use of trademarks fg ond RCA authorized by trademark owner Radio Corporation of Americo *Tmk 
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The Faces Behind LFC’s Products Are Different . .. So’s the Pitch 


AT THE LANDERS, FRARY & CLARK 
sales meeting in New York, Paul Gar- 
rity, picture at left, vice president in 


charge of sales, gives with the hard- 
sell pitch. In the picture at right, Wil- 
liam Day, left, vice president of engi- 


of LFC’s 


neering, explains the inner workings 
Coffeematic to President 
Harry T. Silverman. 


What’s LFC’s ‘New Look’ Like? 


Landers, Frary & Clark salesmen 
got a glimpse when they gathered 
in New York for the company’s 
first national sales meeting in three 
years. 


On the product side of the ledger, 
they saw a s-t-r-e-t-ched-out Uni- 
versal showcase of electrics, pitched 
by “Cy” Perkins, old-line LFC man 
and manager of the Universal di- 
vision. 

Declining to start the show with 
Universal’s ‘“‘bread-and-butter” Cof- 
feematics, Perkins put the steam on 
irons, opening with a long series 
of regulars and stepping up to the 
“Rolls Royce” of the wrinkle- 
smoothers. The ‘Select-a-Steam”’ 
iron, Model 1830, can steam-crisp 
delicate “miracle” fabrics without 
melting them. Or it can smooth up 
the heaviest damask napkins—un- 
der full steam. 

The secret: Two separate heating 
elements operated by two separate 
controls——one for steam and one for 
regular heat. All of which means 
you can dial your steam—low, med- 
ium or high—and dial your degree 
of heat. The two elements work in- 
dependently so you don’t get water 
belching at low heats, steam failure 
at highs. Suggested list on the 1830 
is $27.95. 


Bearing out Perkins’ drawling dec- 
laration that LFC “for goddam sure 
is in the ‘arn’ business” are these 
other new models: The 1910, a 
spray-steam job, at $19.95 suggested 
list; the 1820 “Steam’n Dry” at 
$14.95; and the 1260 dry automatic 
at $9.95. Still regular starters in the 





iron lineup are the steam travel unit 
and a raft of dry models. 


Shifting to the “bread-and-butter” 
side of Universal’s showcase, Per- 
kins left no doubt in the salesmen’s 
minds where the big push would 
be. “The promotion money will be 
vehind thig one,” he thumped. “This 
one” is a snub-nosed “Dial Top” 
Coffeematic, Model 4550, at a $24.95 
suggested list. 

Flavor selector on this chrome- 
over-copper three-to-eight-cupper is 
right in the lid. How does it work? 
As water perks up through the 
center stem, a nozzle deal set in the 
lid channels it through the proper 
section of a _ plate-like polypro- 
pylene (plastic, that is) distributor. 
The section for “mild” has only a 
few holes; the one for “strong,” a 
lot. And the section for “reheat” 
doesn’t have any holes at all, which 
means you can warm up what’s in 
the pot without turning it five 
shades darker and _ witches-brew 
bitter. 


This straight-line styling is reflected 
in two other new models, but these 
have full-length spouts. One, the 
chrome-over-copper “Flair Flo,” 
Model 4530, is a four-ten cupper at 
$29.95 suggested list. The other, 
which has been in the line before 
but which ran into now-straighten- 
ed-out “production” difficulties, is a 
stainless steel four-ten cupper, 
Model 4520, at $32.95. 

Broadening the base of its Cof- 
feematic line, Universal added three 
new models to its spigot series. 
Capacities on the new percolators 


run all the way up to 72 cups; this 
size at $42.50. 


Completing the list of new things 
you'll see at the Housewares Show 
are a couple of low-end additions 
to Universal’s one-product lines. 
Companion to the 8801 automatic 
can opener at $27.95 is the new 8803 
at $14.95. It hangs on the well or 
sits on a $4-extra launching pad. 
And backing up the 6240 portable 
mixers at $19.95 is a new 6261 hand 
mixer at $12.95. This little whirler 
comes in white or two-tone pink. 


Behind this lineup of shiny new 
products is an almost-as-shiny “new 
look” at the corporate level. 

LFC President Harry T. Silver- 
man and his right-hand man Sey- 
mour Mintz (background: One-time 
president of now-defunct CBS-Co- 
lumbia), consultant and “trouble- 
shooter extraordinaire,” hold the 
reins of the new merchandising ap- 
proach. Paul Garrity (background: 
Schick) is the company’s vice presi- 
dent in charge of sales. Bill Day, 
vice president of engineering, han- 
dles product innovation. And “Cy” 
Perkins, old-line LFC man, heads 
the Universal! division. 

Some of their new ideas: The 
harder-sell pitch buzzing in the air 
at the company’s sales meeting is 
one. Another: Toe-dipping into new 
areas, a department store line, for 
instance. 

New products, new people, new 
ideas—some vague, some _ spelled 
out. That was the glimpse of the 
LFC “new look” that the company’s 
salesmen got in New York. 





BRIEFLY NOTED 


Here’s a rundown on what’s news 
in the housewares business. 


e STORE STOCK SELLS 
Harrison Factors Corp., a privately 
held investment company, bought 
up all the outstanding stock of 
Hammacher Schlemmer Inc., New 
York specialty store. No purchase 
price was given. Commenting on the 
transaction H-S President Dominic 
Tampone said: “All policies and 
personnel will be continued with- 
out change.” 


e FLOOR POLISHER BOWS 
yeneral Electric’s vacuum cleaner 
department’s latest: A new floor 
polisher, Model FP-3, which has a 
suggested retail price of $29.95. 
Specs: A full-power 350-watt mo- 
tor, rose beige baked enamel finish, 
steel motor hood and handle, 18- 
foot cord and snap-on attachments. 


e INDUSTRY HONORS 

Morris L. Galler, president of Reef- 
er-Galler, Inc., was feted by the 
housewares and home furnishings 
world at an annual dinner for the 
United Jewish Appeal at New 


York’s Hotel Plaza. Citing Galler 
for his “‘years of devotion to the best 
interests of the industry and his 
philanthropic concern for his fel- 
lows,’’ was James Ginsburg, general 
chairman of the drive. 


e DEALERS BACK CONTEST 


In a push that will last through 
Aug. 21, Norge, Easy, Kelvinator, 
Frigidaire and Hotpoint dealers are 
tying in with Purex Corp., Ltd., 
for its “Beads-O’-Bleach Carefree 
Washing Contest.’”’ Consumer grand 
prize: $10,000 and an automatic 
washer. 
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Whither Dehumidifiers? 


If you’re one of the guys who, a couple of years back thought de- 
humidifiers had two heads, you’d better take a second look 


With only half a toe dipped into 
the season, dehumidifiers are big. 
So big, in fact, there was noise at 
the summer Markets that industry 
sales might hit 500,000 this year. 
That would be almost double last 
year’s total of 276,000. And it would 
be an 81.1% increase rather than 
the modest 10% some saw at the be- 
binning of the year. 

Not all dehumidifier men were 
willing to go along with the half- 
a-million guess, though. But their 
figures were high, running from 
310,000 to 350,000—increases of 
from 12.3 to 26.8%. 


Bases for these predictions? At this 
stage of the game, manufacturers 
were understandably reluctant to 
give with sales figures. But some 
were willing to talk percentages 
ahead of last year. The range was 
from “25-28% ahead” to “more 
than double” to 95% over last year’s 
model year (Sept. to Sept.).” And 
what you have to remember is that 
except for the last figure, which re- 
flected nine months of business, the 
percentage increases were for five 
months, only two of them in season. 


Why are sales up? Nobody had THE 
answer. Some said “Well, I guess 
word-of-mouth advertising finally 
did the trick.” Another put the 
blame squarely on utility promo- 
tions. Another said it wasn’t so 


much the fact that utilities, as 
such, were promoting, but just that 
somebody was promoting. 

Most everyone agreed that util- 
ities had something to do with the 
sweet smell of success, though. And 
leading the pack again this year was 
United Illuminating Co., Bridgeport 
and New Haven, Conn. 

In spite of some makers’ views 
that dehumidifiers aren’t “utility 
meat,” UI Vice President Larry 
Dunn says they are. “We figure an 
average of 4.85 kilowatt-hours per 
unit per 24 hours. That figures out 
to somewhere around $14.40 per 
unit per season. You can’t sneeze at 
that when it’s something you didn’t 
have before.” 


Where’s the market for dehumidi- 
fiers? Sales are where it’s humid. 
The best months are from April to 
September, with June the big sin- 
gle. Geographically, the market is 
bound on the west by the Missouri 
Valley, the north by the Great 
Lakes and mid-New England, the 
south by the Mason-Dixon Line. 
Best-selling cities are Washington, 
D. C., Baltimore, Philadelphia, New 
York, Boston, Chicago, Detroit, 
Cleveland and St. Louis. 

You might think it’s strange that 
the Deep South doesn’t fit into this 
market picture. It’s hot and humid 
enough, that’s for sure. But another 
factor comes into play. Dehumidi- 


fiers are most effective in closed 
areas. And people in the South keep 
their windows open to beat the heat. 
Another reason: Few homes below 
the Mason-Dixon Line have base- 
ments. And that’s where the vast 
majority of dehumidifiers are used. 


How do they work? Most dehumidi- 
fiers on the market today—certainly 
those from major manufacturers— 
have the same kind of refrigerating 
mechanism home air conditioners 
have. A cooling unit condenses the 
air’s water vapor, which drains into 
a container. Then, if the unit doesn’t 
have a hose running from the con- 
tainer to a drain, you simply dump 
out the water. 

Some models, usually the high 
end of a two-model line, have hu- 
midistats, which turn the units on 
and off as the humidity goes up or 
down. Others have floats that shut 
the unit off when the container is 
full of water. 

Capacities are most reliably meas- 
ured in pints or gallons of water 
removed from the air each 24 hours. 
(As in room air conditioning, horse- 
power ratings don’t tell the whole 
story.) Average capacities run 32 
or 33 pints a day,- depending on 
the conditions. (They’ll run higher 
in high humidity and temperature.) 

Prices, generally, are from $70 
to $80 on low-end, stripped models; 
$90 to $105 on deluxe units with 
humidistats. Dealers stand to make 
as little as $10 and as much as $25, 
depending on the manufacturer. 





Philco Switches 
To Staggered 


TV Introduction 
The days of the 100-model, 


one-shot TV line showing are 
gone at Philco. In their place: 
A new introduction policy 
which will give sales more 
shots during the TV year 


To get specific, this year Philco 
will hold off its top of the line TV 
consoles—the Mastercraft series— 
until August and make a fourth 
quarter push for high-end business. 
Portables will hit early in the spring 
next year, tables and low-end con- 
soles will hit in early summer. 

Bob Theis, new general sales man- 
ager, says that the big full-line in- 
troduction always caused problems, 
guessing and second guessing. 

With short shots, Philco can con- 
centrate its design, sales and mer- 
chandising efforts on shorter groups 
of items and turn more quickly 
with TV trends. The pattern re- 
peats the stagger system of radio. 

No one at Philco seems disturbed 
by the chance that other manufac- 
turers may have dealers already 
laden with full line commitments 
when Philco comes in with its sec- 
ond or third waves. 

The new policy already is in ef- 
fect and showed itself at the sum- 
mer Markets. Phlico had broken 
earlier in the spring with a 19-inch 
metal table model series called 
Compacts starting at $189 and a 19- 
inch slim portable series at $169. 








. Ere: 


Hoffman Radio Goes to India 


PRIME MINISTER NEHRU of India, 


right, receives a Hoffman Trans-Solar 


radio, powered by a solar battery, from S. Sundra, managing director of Elec- 
tronics, Ltd., New Delhi, engineers, importers and manufacturers, Hoffman agents 
in India. Sundra will visit the United States this summer. On his itinerary is a 
stop at Kelvinator, with which his company is connected. 








Olympic Shows 
Big TV Variety 


And the slogan is “dealer’s 
choice” for the 1961 line, 
which stretches out to mean 
something for everybody and 
new sets for every market 


Olympic Radio and TV division 
of Siegler Corp. has introduced the 
largest line of television sets in its 
26-year history. Noted for long 
lines, Olympic has pulled out all the 
stops this time to give dealers the 
advantage of virtually “custom-as- 
sembled” variety—at least one set 
for almost any conceivable customer 
preference or market requirement. 
In the 1961 mix so far, Olympic 
leads the field in setups with 50 new 
models, ranging from three open- 
list portables to a top-line color 
TV-radio-stereo combo with push- 
button sound control. 


The combo line, 22 models strong, 
starts with a 21-inch TV-radio list- 
ed at $329.95 and tops off with the 
color “Stereocenter” at $995 (about 
$500 less than RCA’s color combo in 
Henredon furniture. 


Olympic sound system in the six- 
way combos is a new approach: 
Pushbuttons on the illuminated 
“Stereo Control Center” provide 
either straight AM from set speak- 
ers, straight FM from set speakers, 
AM-FM from set speakers, or the 
same variety using a combination of 
remote and set speakers. Three of 
the combos have 21-inch screens, 15 
are 23-inch and three are 24-inch, 
including two color TV-phonos list- 
ing at $519.95 in mahogany with 
AM-FM radio optional at extra cost. 


Seven table models—Two 19-inch- 
ers, one 21-incher and four 23-inch- 
ers—and 18 consoles in 49 styles 
and finishes round out the line. The 
consoles range from $249.95 to a 
$695 color job, more for blonde or 
the new walnut finish. Table models 
list from $199.95 to $299.95 top. 


Other features of Olympic’s new line 
include: improved power transform- 
ers, unbonded tubes in 19- and 23- 
inch sets, glare-reducing angled 
safety glass, three-button hi-fi and 
tone control on deluxe models and 
one or two-button remote control 
units available for all segments of 
the line. 


For a rundown on all the new TV 
lines so far, see page 26. 





No Boycott in Sight. 
Trade Council Finds 


When the U.S.-Japan Trade Coun- 
cil in Washington surveyed con- 
sumer and merchant sentiment in 
some 25 cities across the country, 
it came up with an almost unani- 
mous negative reaction to the idea 
of a boycott of Japanese-made 
goods. 

By far the most frequent reply 
was: “We have not instructed our 
buyers to change any of our poli- 
cies.” 

Boycott threats were flying thick 
and fast after the Japanese govern- 
ment withdrew its invitation to 
President Eisenhower to visit that 
country (EM Week, June 27). 





Kasy, Maytag 
Open Branches 


Apparently it isn’t getting any 
easier for an independent dis- 
tributor to make a good thing 
‘out of a major metropolitan 
market 


Both the Maytag Co. and Easy 
Washer division of the Murray 
Corp. have announced changes in 
their Chicago distribution setups. 


Maytag’s new subsidiary, the May- 
tag Chicago Co., replaces the Chi- 
cago Maytag Co., an independent 
firm owned by the Charles Kratch 
family. Charles Kratch, who died 
last month, had headed the distribu- 
torship for 42 years. 

The new Maytag branch will oc- 
cupy the same quarters. No changes 
in personnel are planned. T. G. 
Hearn of Lake Forest, IIl., has been 
named president of the new com- 
pany. Other directors of the  con- 
cern include D. G. Higdon, execu- 
tive vice president and treasurer of 
the parent company, and Claire G. 
Ely, Maytag’s marketing vice presi- 
dent. 


The Easy move ends a two-year try 
by Remco, Inc. with the Easy line 
in Chicago. It brings Easy’s branch 
operations to a total of six across 
the country. 

According to Easy’s Parker Erick- 
son, the move was dictated by the 
marketplace. It is too difficult for 
an independent to get the percent- 
age of market needed when he is 
bucking factory branches. Easy 
takes over some dealers in Chicago 
and Peoria and will run the show 
from quarters at 344 North Canal. 

Full details of the new Easy 
branch organization will have to 
await the official take-over date of 
July 11. 

R. E. McGreavey at Remco echoed 
Erickson’s thoughts on the subject 
of the independent distributor in 
the Chicago market, adding that 
Remco is out of the laundry busi- 
ness for an indefinite time. The 
parting of the ways was an ami- 
cable one. According to McGreavey, 
Remco will turn over a_ business 
that is “within 24 hours of being 
current” on July 11. 





New Trademark 


WESTINGHOUSE has 
trademark, as 


redesigned its 
shown at bottom of 
photo. Upper left is the original circle- 
W trademark; upper right is the last 
redesign (1940 The 
of the corporati the 
the word “Westinghouse” w 


previous new 


logotype way 


| be print- 


ed by the company—accompanies the 


picture of the new trade? 
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‘2 for 5’ Is Proud Boast 
Of G-E About Compactron 


Two tubes can do the work and 
cut the space of five from TV, radio, 
hi-fi starting next year and will 
eventually cost 20% per function 
less than conventional tubes, 50% 
less than transistors. 


That’s the capsule story of General 
Electric’s new Compactron' tube 
(see picture above). I. D. Daniels, 
general manager of G-E’s Owens- 
boro, Ky., electronic components 
plants, says: “This is the most im- 
portant product announcement our 
department has ever made.” 

To consumers, dealers, set de- 
signers, Compactrons’ eventually 
will mean smaller chassis, lower 
cost, lower repair, less frequent 
tube failure, improved operation 
efficiency, less power draw and 
cooler operation. 

“Eventually” means when pro- 
duction is rolling well. As of now, 
G-E has six Compactrons in pilot 
production (available to OEM’s on 
sample basis) and expects to be in 


full production next year. Mean- 
while, G-E will add nine more 
Compactrons and eventually 75 to 
100 types. 


Home’ entertainment—TV, radio, 
hi-fi—is the first target. In a TV 
set, Compactrons replace 15 tubes 
and three diodes or 24 transistors 
and 11 diodes. In home radio, two 
Compactrons equal five tubes or 
seven transistors. In a hi-fi stereo 
amplifier, seven Compactrons equal 
10 tubes or 26 transistors. 

Comparing one mockup radio, 
G-E engineers said “power output 
—which determines fidelity—is 
about twice as good as (the mock- 
up) transistor radio’s. And _ its 
sensitivity—ability to pick up re- 
mote stations—is about 50% bet- 
ter.” 

So G-E is on the miniaturization 
bandwagon with a tube that re- 
places several tubes. RCA, with its 
Nuvistor, replaces big tubes with 
thimble-sized tubes. 





EM Week Promotes Two Staffers 


On Editorial and Business Sides 


On the editorial side, James J. 
Cassidy has been named to fill the 
newly created post of associate 
managing editor. On the business 
side, Dale Bauer has been appointed 
advertising sales manager. Both 
promotions became effective July 1. 


Bauer joined McGraw-Hill’s sales 
trainee program in June, 1955. In 
1956 he took on the responsibilities 
of his present job as a member of 
the advertising sales staff of EM 
Week’s Midwest district. During 
the Korean conflict he served as an 
aviator in the U. S. Naval Reserve. 
Prior to that, he was a student at 
University of Pennsylvania’s Whar- 
ton School of Finance and Com- 
merce where he received a B. A. 
degree in marketing. Robert J. 
Scannell of the Cleveland office will 
transfer his headquarters to Chi- 
cago. 


Cassidy comes to his new job with 
wide experience in reporting on in- 
dustry merchandising activity. Aft- 
er serving a three-year hitch in the 
Air Corps and graduating from 
Syracuse University, he joined 
“Chain Store Age” to cover news 


Cassidy Bauer 


in the supermarket and_ variety 
store fields. He spent three years 
there before “Electrical Dealer 
Magazine” hired him as Eastern 
editor to handle the major Eastern 
markets and write on appliance 
distribution at factory, wholesale 
and retail levels. He became editor 
in 1957. Before coming to “Electri- 
cal Merchandising” as associate ed- 
itor on June 1, 1958, he spent a 
short time in Washington, D. C. on 
Martin Codel’s authoritative news- 
letter, “Television Digest.” 

In his new position, Cassidy will 
assist Managing Editor Ted Weber 
in training and supervising editors 
and in covering industry news. 
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Did ‘Steelmark’ 
Leave a Mark? 


“Yes” was the answer from ap- 
pliance dealers in two com- 
munities where U.S. Steel tried 
out its prototype ‘Steelmark 
Days” promotion of consumer 
products 


In Fairfield, Ala., J. H. Britton, 
store manager of A. J. Williams 
Appliances, drawled: “We increased 
our sales 20 to 25% across the 
board. And the effects lasted past 
the four days of the promotion .. . 
we felt them for two weeks.” 

In Gary, Ind., Thomas Nason, 
Nason’s Appliance Store, saw his 
sales rise 10% during the four-day 
push. “It was mostly on majors,” 
he said, ‘‘on the ones where we had 
special prices. We reduced prices 
some 5 to 10% on anything made 
of steel.” 


Promotions in both communities— 
Gary and the tri-city area around 
Birmingham, Ala.—ran along the 
same lines. Reason: They were pro- 
totypes of a push that U. S. Steel 
will be extending into other com- 
munities, most likely with the help 
of other steel companies. Right 
now, for instance, plans are in the 
works for a four-day “Steelmar!: 
Days” push in Provo, Utah. 

Some details on ‘“‘Steelmark Days”: 
Parades, major prizes (automobiles, 
major appliances and so forth), 
personal appearances by TV person- 
alities, banners and flags all over 
the place, point-of-purchase dis- 
plays, bumper = stickers, special 
showings of the movie “Rhapsody 
of Steel” and a host of others. 





A Long Sign of Relief: 
No Conflict in Chicago 


Posting of dates for NARDA’s 
1961 Chicago convention—Friday, 
Jan. 13 to Sunday, Jan. 15—brought 
a collective sigh of relief from most 
members of the dealer organization. 

And NARDA board members who 
picked the convention dates con- 
ceded they were happy not to be 
competing with the opening days 
of next year’s winter Markets. 

NARDA’s 1960 convention opened 
last Jan. 3, the day before the win- 
ter Markets themselves opened. 
That left dealers who wanted both 
an early glimpse of the Merchandise 
Mart and a crack at the NARDA 
convention a bit miffed. 


Next year the winter Markets will 
begin Jan. 6, giving dealers who 
don’t mind spending a few extra 
days in Chicago plenty of time to 
do both. 

For the first time, NARDA will 
hold its convention over a week- 
end. Previous gatherings have run 
from Sunday through Tuesday. 





Diversification Prompts 
Coolerator Name Change 
Albion division is the new name 
for McGraw-Edison Company’s 
Coolerator division, it was an- 
nounced last week. The change was 
necessary, according to Alfred Ber- 
sted, company president, because 
the division has diversified into 
fields other than air conditioning 
and refrigeration with which the 
name ‘Coolerator” is best known. 
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Introducing...a new range of ideas: The new UNIVERSAL by WASTE KING UNIVERSAL. Drey- 
fuss-designed to look better—a new shape to the burner grates...new back guards with a 


Totally NEW...with design by Henry Dreyfuss, 
ev signer. Fresh designs that have 
claim from professional design 


groups. WASTE KING UNIVERSAL-engineered to cook better— smart, work-saving features with 





look as fresh as tomorrow. 
world-famed industrial de- 





already received wide ac- 








traditional Universal quality. The automatic Roast Guide & Oven 
Timer...push button easy, controlled by time, size 
or type of meat. “Air-Conditioned Baking” elli- 
minates oven hot spots and cold cor- | ners. Smoke- 
Proof, Flare- Proof broiling with exclusive 


“Swirl-Design” that keeps grease from smoking and reaching the 





burners with 
Trademark) ; 
Burners with precision-point flames. 


...with 27 models from the big, Gold 


perial to models for the most penny- 


flash point. Complete choice of burners: Double-Duty 
unlimited flexibilitv, “Burner-with-a-Brain” (A.G.A. 





Exclusive Obedient 


It’s a complete line 
Star Award 4.0” Im- 


conscious budget. And we’re backing the line with complete merchandising packages, 





including colorful point-of-purchase, and hard-hitting advertising. 


For complete information, call or wire collect or write today to: 


WASTE KING CORPORATION, Los Angeles 58, California. | UNIVERSAL 
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DATELINE EUROPE: 
By LAURENCE WRAY, EDITOR 


Even headquartered in Paris 
where the industry clusters, 
it’s impossible to visit every- 
one in three or four davs 


Many companies and individuals 
have offices far out in the suburbs 
or their plants are located in some- 
what distant centers from Paris 
proper. On the other hand, there 
are important sources of informa- 
tion available to the inquiring re- 


porter within a relatively small 
framework: Governmental agen- 
cies, trade associations and most 


important, perhaps, the trade press 
whose business, like that of EM 
Week, is inclined to reflect the 
views of all elements of the indus- 
try. They bring together important 
statistical information on the prog- 
ress of sales, saturation, distribu- 
tion methods, credit policies, taxes, 
and information on new products 
introduced to the market. 


It is to one of these trade papers in 
France that the writer is indebted 
for much of his information. And I 
might add, parenthetically, that 
despite more than 30 years’ experi- 
ence in editing, I am still struck 
by the enormous amount of useful 
information one finds in the busi- 
ness paper of his own industry. This 
is information which, if any of the 
readers or subscribers had to go out 
and find out for themselves, would 
entail a very considerable time and 
expense. The magazine I refer to in 
France is the official publication of 
the French appliance industry (L’- 
Officiel du Froid et des Arts Mena- 
ger). The publisher and chief editor 
is Bernard Verries, whom I had the 
pleasure of meeting. In fact, some of 
the following observations on the 
French appliance scene are culle’ 
in part, from the pages of his 
paper. 

Despite the fact that the French 
appliance-radio-TV industry is 
barely 10 years old, it is still, much 
like the British, subject to govern- 
mental ukases on such matters as 
sales taxes and credit terms. Actual 
French production of refrigerators, 
exclusive of imports, dropped from 
580,000 units in 1957 to 450,000 
units in 1958, according to figures 
put out by the U. S. Department of 
Commerce. They are inclined to 
blame the decrease on high sales 
taxes and unfavorable credit terms. 
But it is curious that the drop in 
U. S. production and shipments oc- 
curred at just about the same time. 
We had our recession and, appar- 
ently, so did the French. Certainly, 
there was a sizable increase in pro- 
duction in 1959. 


Be that as it may, it is true that 
the French government, early in 
1957, increased the down payment 
on appliances from 25 to 35% of the 
sales price—roughly a one-third 
down payment. At the same time 
they reduced the financing period 
from 24 to 12 months. Then, in 
January, 1958, the sales tax was in- 
creased from 25 to 27.5%. Well, just 
as in England; all hell broke loose 
People found it a little too tough 
to buy on one-year terms and a 
stiff sales tax, and France’s infant 





appliance industry felt such a pinch 
that they screamed for relief. They 
got some, it’s true, about the mid- 








dle of 1958 (down payments re- 
duced from 35 to 30% and sales 
taxes lowered from 27.5 to 23%; 
then six months later, down pay- 
ments reduced to 25% and terms 
extended to 15 months) but the 
industry definitely staggered on its 
upward climb in the process. Re- 
frigerators, washers and TV sets 
still are regarded as luxuries in 
France—to say nothing of electric 
ranges, dryers, storage water heat- 
ers, or air conditioners—so that any, 
restrictions on buying hits a sensi- 
tive spot for the average French 
family. A good 50% of major ap- 
pliance-radio-TV purchases’ are 
made on the installment plan, much 
as in the U. S. where the average is 


even higher, so governmental in- 
tervention into the touchy area of 
financing terms or sales taxes trig- 
gers a quick reaction in the market 
Place. 

From Pierre Bucher, president 
and general manager of Laden, one 
of France’s largest washing machine 
producers, comes another explana- 
tion. Noting the recession in washer 
business during late 1958 and early 
1959, he felt that much of it was 
due to the tendency of French re- 
tail salesmen to take the easiest 
road to a sale—television sets in the 
fall and refrigerators in the spring 
and summer months. He may have 
a point. In Europe generally, the 
seasonal aspect of sales is far more 
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The French Government Exercises 
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pronounced than in the U. S. The 
refrigerator sales season, for in- 
stance, extends from late May to 
early August’ the television season 
from September through January. 
In between, sales seem to just about 
dry up. That makes it tough for the 
washing machine people, who, the- 
oretically, would like to be making 
sales the year around. M. Bucher 
adds, a little sadly, that the 100- 
150,000 frances at the disposal of 
the average French family, is sub- 
ject to a sales solicitation three 
times during the year for the three 
most-wanted products. He feels that 
the only solution is for appliance 
salesmen to make a more deter- 
mined effort to sell washers, which 
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Strong Controls on Appliance Industry 


are not as subject to fairly rigid 
seasonal sales peaks. 

Asked if automatic washers had 
not been produced in too many de- 
signs and if prices were still too 
high, he said that the semi-auto- 
matics (spinners) had undoubtedly 
increased their share of the market, 
but that the fully automatics would 
prevail in the long run. Until mass 
production was achieved, the manu- 
facturing, advertising, taxes, trade- 
mark registries (another French 
tax) would continue to limit the 
sale of automatics. Incidentally, 
automatic combos are prctically 
unknown in France. 

The solution to the French wash- 
ing machine manufacturers’ dilem- 


ma, M. Bucher indicated, lies in 
mergers and concentrations of pro- 
duction and_ distribution with 
makers of other important house- 
hold appliances, a pooling of indus- 
trial, financial and technical re- 
search facilities to obtain lower 
prices and simplify their distribu- 
tion patterns. Laden has already 
entered into an agreement with 
the Digem Co., itself part of an 
important industrial group; the 
Gallay group; the Philips group 
and the Surmelac Co.; the latter 
two also washer manufacturers. 
Gallay has factories in Switzerland, 
France and Morocco; Surmelac, 
which was outgrowing its small 
Parisian production facilities, will 


acquire new ones; the Philips group, 
with wokddwide reputation, will 
probably buy private-brand mer- 
chandise from Laden, in addition 
to supplying some of the capital 
necessary for the new combination. 
Incidentally, Surmelac which man- 
ufactures the Vedette washer, will 
be in direct competition with its 
new colleague from Laden. 

In_ effect; Laden Production 
France, the parent manufacturing 
company, will be selling its prod- 
ucts to Laden S. A. (Laden’s own 
distribution setup), Surmelac 
(whose own production facilities 
for the Vedette washer are inade- 
quate), and to Philips for private- 
brand. Laden already is a powerful 





in Paris in the Spring! 
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Yes, YOU. Hoffman ts sending 
over 2,000 people to Paris next Spring 
and you re invited. 
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Too good to be true? No, it's absolutely true and far too good 


to miss! Specially since its so easy! And nows the time 


to get the facts. See your distributor for the inside story 


on Hoffman ‘61...and put yourself in Paris Springtime 61. 


Going to the Music Show? Stop in Suite 917, Palmer House, Chicago 
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Here is the sev- 
enth in a series 
of reports writ- 
ten on the scene 
in Europe. 
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influence in the private-brand field. 
It is reputed that it makes all the 
automatic washers for Germany’s 
giant Quelle mail-order house— 
something like being the RCA 
Whirlpool to Sears Roebuck in the 
United States. 


This combination of European ap- 
pliance manufacturers is the big- 
gest thing to take place this year 
in the direction of full-line pro- 
ducers since Siemens and AEG in 
Germany. One of the group, Sur- 
melac, has made agreements with 
Homann in Germany and Alia in 
Italy, both of which sell washers 
under their own brand names. Phil- 
ips, it is expected, will have greater 
possibilities to develop sales in the 
export market than any of the 
other members of the combine, be- 
cause of prior experience. At any 
rate, the new combine expects to 
be turning out some 400,000 wash- 
ers a year within a_ three-year 
period. Laden, Philips and _ the 
Vedette trade-names already ac- 
count for 150,000 washers in France 
alone. Add to that the refrigerator 
production of the group, and you 
have one new combine that M. 
Bucher thinks will represent about 
one-fourth of all washer-refrigera- 
tor production in France. 


While these striking developments 
are taking place in purely French 
industry—and I have given only a 
single important example—there 
are other developments of equal 
importance to the U. S. Take Frigi- 
daire, for example. 

Rene Duminy, director, Frigi- 
daire, General Motors, France, said 
that they are setting their sights 
on a European scale for their prod- 
ucts. Once the decision was reached 
to concentrate almost entirely the 
German organization of General 
Motors to the manufacture of Opel 
automobiles, production of Frigi- 
daire appliances in Europe has been 
concentrated in France and Great 
Britain. 

Those markets, formerly served 
from Germany, including Switzer- 
land, Austria, Belgium, Holland, 
Portugal and the Scandinavian 
countries, are now served largely 
from France and Britain. Frigidaire, 
like a number of other American 
manufacturers, also produces in 
Italy. But European Frigidaire ex- 
ports its products as far as Latin 
America. 

However, Frigidaire is aiming at 
capitalizing on the growing French 
and British markets to insure lower 
manufacturing costs. They are mak- 
ing seven models of refrigerators, 
ranging in capacity from 107 to 292 
liters, and three models of washers 
—two automatics and a spin-dryer. 
They are deeply concerned about 
the invasion of discounters, but feel 
that the situation will right itself 
in time, because of the servicing 
aspects of major appliances. If the 
U. S. experience is any criterion, 
however, they may have some sur- 
prises in store for them. 


BROCKWELL says 


‘Get a Deposit 


On Special Parts’ 


Should a servicing dealer request 
a deposit of his parts department 
patrons who ask him to enter spe- 
cial orders for seldom-needed, un- 
stocked items? 

If your parts department serves 
an appreciable number of transient 


patrons and you don’t get a deposit 
on such special orders, you lay 
yourself open to a disproportionate 
collection of cancellations. Most of 
these cancellations prove incredibly 
costly because they reach you too 
late to enable you to stop your 
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jobber from shipping you the un- 
wanted items. 

Then you face this dilemma: 

Either you (1) pay double transit 
charges and other’ unnecessary 
handling costs to return the un- 
wanted items immediately for 
credit, or (2) crowd your parts 
storeroom shelves with slow mov- 
ers that you hope to sell eventually 
at retail prices but some of which 
you may have to dispose of later 
in some special way at a sickening 
loss. 

Of course, not every transient 
patron who asks you to enter a 
special order is likely to leave you 
holding the bag of parts. Some 
transients, of course, have a sense 
of fair play that differs little from 
that of your customers of long 
standing. And one can hardly af- 
ford to decline special orders from 
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FROM: C. 
TO: W. C. 


J. Gibson Jr., President 


Conley, Vice President, 
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Gibson Sales 


I see from our shipping records that last month was the 
23rd consecutive month of gains over the year previous. 


This is a fantastic showing, Bill. 


You, your staff and 


Division Managers, our fine organization of Gibson 
Distributors and nearly 7,500 Gibson Dealers 


are to be congratulated. 


23 consecutive months of sales gains! 


Nice going! 


as 


FROM: W. C. 


Conley, Vice President, Gibson Sales 
TO: C. J. Gibson Jr., President 


Thanks for your kind words on our 23-months-sales-gain record. 


I believe we can continue to roll on the strength of our 
new and highly competitive Frost-Clear Combinations 

and Freezers — our new top-mount 2-door special — 

and some really outstanding room air conditioner programs. 


Also, as you know, in just a little more than two months, 
thousands of Gibson Dealers will be heading for our 

huge Convention in Hawaii, by giant Pan American 
Intercontinental 707 Jet all the way! 


All in all, it looks like another great year for Gibson! 


Breer 


Isn’t it time you got in on the one big success story 


in the appliance industry today—a money-making 


continued story which has now run 


for 23 consecutive mont 


ger going...get 


Libson 


Gibson Retrigerator Division of HUPP Corporation, Greenville, Michigan 





one-shot parts buyers—if that 
seems a simple solution—for who 
can tell which and how many of 
them will develop into valued cus- 
tomers of your sales department? 


A rule calling for a deposit on spe- 
cial orders is worthy of considera- 
tion, however, particularly if your 
parts department serves very many 
transients and even a few of them 
come close to the description which 
follows: 

At the counter he seems busi- 
nesslike enough and calmly agree- 
able to your entering a special or- 
der for, say, an $18 agitator for his 
antiquated washer when you tell 
him you don’t have the thing in 
stock and that it will take a week 
or two to get it. But under pressure 
he will undergo a complete change 
of mood within 24 hours and begin 
a frenzied search, contacting every 
other source of supply in the area 
and, failing to get the goods on the 
spot, will place the same order 
with every other vendor within 
reach who will accept it without a 
deposit. 


Naturally, this frustrated fellow 
will pick up the part promptly from 
the dealer who telephones first to 
say he has received it. The rest of 
the vendors who accepted the order 
don’t know they’ve been hood- 
winked until they telephone the 
parts-arrival notice. Even a tardy 
cancellation would be appreciated 
by most dealers in cases like this, 
but a buyer who resorts to such an 
unfair method to obtain what he 
wants usually can’t remember 
which shops, of all those he con- 
tacted, he placed his orders with. 
Although it is impossible to say 
what percentage of parts buyers 
are as unbusinesslike as the one 
just described, there are too many 
of them. So, why not minimize po- 
tential cancellation losses by asking 
for a deposit on such transactions? 


Make exceptions to the rule for 
your “preferred” clientele if you 
must, but have no fears that a uni- 
form policy like this for your parts 
department would displease your 
regular patrons. Experience has 
proved that many of the persons 
who place special orders for parts, 
with every intention of picking 
them up promptly when notified of 
the arrival of the order, will even 
ask you if you require a deposit. 
Most of the others of this kind will 
make an advance payment quickly 
if the request is tactfully put. 
Usually an oral request for the 
deposit will suffice. But any chance 
of customer resentment (from an 
unwarranted feeling of being sin- 
gled out for special treatment) can 
be ‘eliminated if the rule is spelled 
out on a placard situated where 
customers can easily read it. 


ABOUT THE AUTHOR—P. T. Brock- 
well’s name is a familiar one to the 
readers of EM Week. His articles on 
effective service management have 
earned him a wide following among 
appliance dealers and his two series 
of articles on repairing both major 
‘and small appliances have been re- 
printed in book form by the McGraw- 
Hill Book Co. A serviceman himself 
for many years, Brockwell turned to 
writing when eye trouble forced him 
to leave the service field. But his years 
of experience have stood him in good 
stead and appliance dealers all across 
the country have no trouble in recog- 
nizing that Brockwell knows what he’s 
talking about when he discusses serv- 
ice problems. 
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General Electric 


Housewares Division 
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NEW IDEA LINE! 



























We look for a good year. And, with good 
reason. I’ve never known a period when 
we had so much that’s really NEW to offer 
in housewares. 


New ideas in products. New ideas in 
promotion. New ideas in pricing. New 
ideas for dealers. New ideas for distrib- 
utors. New ideas for consumers. 

And all of them will help you increase 
your business. 

On the following 7 pages, you’ll find 
some of the new ideas from the House- 
wares Division of GENERAL ELECTRIC. 
Just a few of the reasons why we are so 
enthusiastic about the months to come 
. and why you can be, too. 


All best wishes, 


Vice President, General Electric Company 
General Manager, Housewares Division 
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PRESENTING 4 GENERAL ELECTRIC 


NEW IDEA 


It’s a Spray, Steam & Dry 
lron—now with 3 
wash 'n wear settings! 


Not only does this new iron let your 
customer sprinkle as she irons, but 
it offers her 3 exact settings for wash 
*n wear—not just one setting as in 
ordinary irons! 

New General Electric Even-Heat 
system eliminates “hotspots,” pre- 
vents scorching. New /ower tempera- 
ture setting permits steam ironing of 
many wash ’n wear 


fabrics. Most versa- “o> 


tile iron you can sell! 














NEW IDE 


It’s a rotisserie-broiler 
that gives amazing 
“open-air” broiling! 





New General Electric Rotisserie- 
Broiler provides a constant flow of 
cool fresh air that gives all meat true 
outdoor-broiler flavor. 

Pushbutton operation with auto- 
matic timing—settings up to 3 hours. 
Big capacity, too. Cooks two chick- 
ens, a big turkey, a beef roast, a leg 
of lamb to crisp, yet fork-tender per- 
fection. Timed appli- $ 95* 
ance outlet and other ays 
features, too. 


See the General Electric “New Idea’’ line at the 
Housewares Show in Atlantic City, July 11-15, Booths 280-487 


*Manufacturer’s suggested retail price General Electric Company, Portable Appliance Dept., Bridgeport 2, Conn. 
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Progress /s Our Most /mportant Product 
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It gives real 
outdoor flavor —without 
work or guesswork! 


New General Electric Portable Grill 
provides infra-red heat for perfect 
grilling of steak, chicken, hamburgers 
and frankfurters. 

You get all the fun of charcoal 
cooking without guesswork, muss or 
fuss. Windshield hood guards against 
spatter. “‘Keep-Warm” area for rolls 
and cooked food. Calrod® unit is re- 
movable—whole grill * 
is immersible for easy “94% 


cleaning! 


It beats, whips, mixes 
drinks —and now 
sharpens knives, too! 


Here’s an appliance you can demon- 
strate easily, right before your cus- 
tomers’ eyes! It’s powerful enough to 
do the heaviest of mixing jobs, yet 
weighs less than 2% Ibs. 

Exclusive optional knife-sharpener 
accessory fits in the end of mixer. 
Built-in magnets hold knife at cor- 
rect sharpening angle. Available in 
four decorator colors. $ Qh* 
Free drink mixer at- 1 
tachment included. ? 

Knife Sharpener, $4.95* 
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Price News from the 


~ General Electric 


NEW LOW 
< PRICEY 
>20~OFF 


General Electric 
Upright Cleaner 


NOW'4925 


Here’s your chance to move umpteen uprights! You have 
the famous General Electric quality to sell . . . plus a price 
that should pull them in from both sides of the street. 


One look tells you the quality is there. This is no cut-down 
model, but the same clean-lined upright formerly tagged at 
20 dollars above this new $49.95* price. A quality upright— 
the General Electric name... a new low, fast-moving price. 

You’re bound to move ’em. This is the slickest combina- 
tion since Tinker to Evers to Chance. Vacuum Cleaner De- 
partment, General Electric Company, Bridgeport 2, Conn. 


Get your order in early. Call your distributor immediately! 


*Manufacturer’s suggested retail price. 
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FULL POWER 
LOW PRICE! 











GENERAL ELECTRIC 


FLOOR POLISHER 





IT DOES EVERYTHING— 


SCRUBS-WAXES- POLISHES 
CLEANS RUGS 


This new General Electric has everything your customers are 
looking for in a new floor polisher. It scrubs, waxes, polishes, 
buffs and it even cleans rugs! Comes completely equipped. 





BRAND X GENERAL ELECTRIC 





175 Watt Motor 350 Watt Motor 


Built to last with a powerful 350 watt General Electric Motor. 
Sell the polisher line that is quality throughout for better cus- 
tomer satisfaction and dependable, long-lasting service. 





This Polisher offers a solid steel housing, not the plas- 
tic housing found on other low-price polishers. And 
note the low, sleek silhouette of the General Electric. 
Not bulky. Not clumsy. 


QUIPPED: 


DE 


All-Purpose Brushes, Felt Buffing Pads, Rug Cleaning Discs 











Vacuum Cleaner Department, General Electric Company, Bridgeport 2, Conn. 
*Manufacturer’s suggested retail price. 
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NEW! 


GENERAL ELECTRIC 


| WAVER 


Automatic 
Blanket 


... Starting 
at 


$1935" 


INTRODUCING—a sensational new price leader 
with all the famous General Electric quality 
features! Patented Sleep-Guard® design assures 
over-all warmth without lumpy thermostats or 
uncomfortable cold spots. Unique control of this 
“Blanket with a brain’”’ maintains desired tem- 
peratures and guards against any overheat. 


Perfect for young budgets—in sing.c and 
double sizes, single and dual controls. Wedge- 
wood blue, Glade green, Cameo pink, Sandal- 
wood beige. Stock up on these certain fast- 
sellers ...call your General Electric distributor! 


General Electric Company, Automatic Blanket and Fan Dept., 
Bridgeport 2, Conn. *Manufacturer’s suggested retail price. 


Eress /s Our Most /mp ortant DeLuxe A2 series . . . starting Self-selling displays... various 
at $28.95.* Custom-fit corners, space-saving metal displays 


G - N B 5 A { BB ia LE CT p | C single, double, king-size—sin- set off packages and color 


gle or dual controls. 8 colors. swatches and dispense stock. 
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Another great newsmaker from the 
GENERAL ELECTRIC ; NEW IDEA LINE: 


It’s a CONVERTIBLE 
Heating Pad 


@ At last! A heating pad that fits 
non-flat aches! 


@ Converts to extra long pad... to 
divided pad ...and full-size pad. 

@ Reach-Easy cord set with 
illuminated, 3-heat control... 
washable, 100% nylon fleece zipper 
covers, waterproof construction. 


P212 
$12.95t 





® Buy 11, get one free! 





Hot deals 
on Heating Pads 


New... 7-pad Display Deal. Buy 7 
assorted heating pads, get a Display 
Stand and one pad FREE! 

Or buy 11 of one model and get 1 free. 









ats) All General Electric Heating pads 
are waterproof, have pushbutton con- 
This traffic-stopping met- trols,washable “Purofab*”” TREATED 
al display rack is FREE ae 
P18—8.95{ P17—7.95¢ P16—6.95+ P25—5.95+ with your order. covers and three positive heats. 














FREE Vaporizer if you order NOW! (Pay for 11, get one Free) 





“General Electric” .. . reassuring 
words when a customer who suddenly 
needs a heating pad or a vaporizer 
asks for your advice. 

Constant improvements, national 
advertising in Parents’ and Baby Talk, 
make your selling job easier. Be sure i 
you’re stocked with all the newest 
products from General Electric. 


Stmenar co ricer’ 
AUTOMATIC 





* Steams tor @ nov'® 
* No san needed . 


Automatic Blanket and Fan Depart- v3 $12.95; V2 $9.95; 
G , Stein Commun Steams for 12 hours. No salt. Insulated. Steams for 8 uninterrupted hours and shuts 
ment, enera ec rales pany; Unbreakable plastic bottle with signal light, itself off when empty. No salt needed. Insu- 
Bridgeport 2, Connecticut. pushbutton control. lated — pushbutton control. 














*T.M. General Electric Company t Manufacturer’s suggested retail prices 
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3 NEW INSTANT y 
HEATERS... FROM : 43s 


They’re part of a complete line of eight great General Electric 
heaters—priced in sensible stages right up the price ladder from 
Low-Low $14.95* to $44.95*. Now, there’s a dependable General 
Electric heater for every customer’s need—and every pocket. 


Handsome, new cabinet styling blends happily into any décor. 
Rugged! Dependable! Made by General Electric — Your customers 
know and trust General Electric quality. General Electric’s One Year 


Written Warranty protects them and you! General Electric Company, 
Automatic Blanket and Fan Dept., Bridgeport 2, Connecticut. 


New! Radiant Heater—H-11. Instant radiant heat (1320 watts). 
Safety Tip-Over Switch - Protective Grille - Easily portable - Large 
parabolie reflector - A top value! Low, low $14.95* 














New! Automatic Heater—H-8. Radi- 
ant heat (1320 watts) « Automatic ther- 
mostat « Radiant and fan-forced heat « 
(Also available, Model H-9, 1650 watts). 
Only $29.95* 


New! Automatic Heater—H-10. Instant 
heat (1320 watts) « Automatic thermo- 
stat « Radiant and fan-forced heat « 





Safety Tip-Over Switch + Protective 
grille. Only $22.95* 


SEE YOUR DISTRIBUTOR FOR MONEY—MAKING DEALS! 









*Manufacturer’s suggested retail p 
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“The minute I saw the ad in LIFE, I wanted the new 


Sales are soaring—it’s as simple as 
“see-want-buy.” Almost half the 
returned warranty cards say the 
ad made the sale for them. Next 
year’s ad schedule is even heavier 
—good idea to get your order in to 
your distributor now. 

When national advertising pulls 
like a retail promotion . .. you 
know the item is right. This has 
every feature women have ever 
wanted in a home hair dryer. 

It’s whisper-quiet: they can talk, 
hear, watch TV—while their hair 


One dish warms food 
and keeps it warm! 


“HEAR-WALK-TALK GENERAL ELECTRIC HOME HAIR DRYER!” 


dries. It’s mobile: women strap it 
around the waist and cook, sew, do 
dishes, move around while their 
hair dries. It’s fast—with a con- 
venient draw-string bonnet that 
can be loosened to tell when hair 
is dry. Has 4 comfort temperature- 
settings. Bonnet packs flat for easy 
storage. Pink with Ivory. 


The market’s young—get in early 
and grow with it. Automatic 
Blanket & Fan Dept., General 
Electric Co., Bridgeport 2, Conn. 


$29.95 Manufacturer's suggested retail price 





New General Electric Automatic 


BABY FOOD WARMER 


Exclusive! This dish eliminates hot water, 
messy pots. Heats three different foods 
—keeps them warm until baby’s all fin- 
ished. And, it’s immersible. Pink or blue. 
The market? More than 4,000,000 
U.S. babies are due next year! Adver- 
tised in Parents’—Baby Talk— Doctor 
Spock. Beautiful self-displaying package. 
$14.95 Manufacturer’s suggested retail price. 


Automatic Blanket & Fan Dept., 


General Electric Company, Bridgeport 2, Conn. 
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More Dealers buy and read EM Week than any other appliance 
publication. It figures. They like a complete wrap-up every Monday morning, right at 
the beginning of the work-week. They like EM Week’s way of presenting, not just the 
news, but what it means to them. They like the “how-to” and round-up stories 21 full- 
time EM Week editors put together. They use the sales data served up by a matchless 
Research Department. And they keep posted on the products and promotions of a big- 
and-growing-bigger roster of EM Week advertisers. How do we know all this? Dealers 
tell us... by letter, in person and with subscription cash-on-the-barrelhead. And that’s 
about the most telling telling you can do. Every Monday the Pros read 
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Better looking 





New “satin-finish’ screen outmodes the 
glassy look of ordinary TV — adds a new 
note of furniture beauty. 





New fine-furniture cabinetry — including 
models built by Heywood-Wakefield — is 
designed in a wide range of styles and 
finishes to grace any home. 

New Woodblend Halolight® is color- 


styled in a warm beige woodtone that 
blends beautifully with the cabinet. 





Exclusive Demonstration Sensation 


Reflection-Free 192423 TV 


+174 sq. in. viewing area. *275 sq. in. viewing area. 


You'll be doing yourself a favor when you see this dra- 
matic demonstration — and get the whole exciting story 
behind 61 Sylvania TV—at your distributor’s open house. 
Because in just a few weeks, customers will be flocking 
to your store—demanding to see a Sylvania off /on demon- 
stration for themselves! We'll be pre-selling them by the 


millions with 4-color magazine ads in Life, Saturday 
Evening Post, House & Garden, House Beautiful ... also 
on NBC network radio, “Summer Olympics” and “News 
on the Hour.” Make sure you're ready to cash in. Check 
the list for the time and place of your Sylvania distribu- 
tors open house — and make a note, now, to be there! 


Sylvania Home Electronics Corp., Batavia, N. Y. 


SYLVANTA 


subsidiary of GENERAL TELEPHONE & ELECTRONICS eas) 
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New reflection-free picture. Sylvania 
“satin-finish” screen eliminates annoying 
glassy reflections from lamps, windows, 


and interiors. 


Big squared 23” screen* has safety shield 
bonded to the tube face. Gives a brighter, 
clearer, truer picture. Bonded Shield is 


shatterproof, for extra safety. 


New Woodblend Halolight lights up to 
blend with the picture—frames the picture 


with soft, eye-pleasing light. 


See it at your Sylvania Distributors Open House 


ABERDEEN, S. D.—July 20 

Alonzo Ward Hotel 

Burghardt Radio Supply Co. 
ALLENTOWN, PA.—July 18, 19 
Hotel Traylor 

Allentown Wholesale Distributors, Inc. 
AMARILLO, TEX.—July 23, 24 
Herring Hotel 

Sabine Supply Co. 

ATLANTA, GA.—July 13, 14 

209 Walton Avenue, N.W 

Electric Sales & Service Co. 
BALTIMORE, MD.—July 26, 27, 28 
111 East Lombard Street 

The Baltimore Gas Light Co. 
BANGOR, ME.—July 17, 18 
Maine Pilots Grille 
Emery-Waterhouse Co. 
BINGHAMTON, N. Y.—July 20, 21 
Seraton Inn 

Sylvania Sales 

BIRMINGHAM, ALA.—July 13, 14 
3000 Third Avenue, South 

Electric Constructors of Ala., Inc. 
BOISE, IDAHO—July 14, 15 

702 S. 8 St. 

The Salt Lake Hardware Co. 
BOSTON, MASS.—July 19, 20 
Somerset Hotel 

Sylvania Sales 

BRISTOL, TENN.—July 13 

209 State Street 

Interstate Hardware Co., Inc. 
BUFFALO, N. Y.—July 13 

26 Lansing Avenue 

Cladco Distributors Inc 
BURLINGTON, VT.—July 15, 16, 17 
112 North Street 

J. S. George Supply Co 
CHARLESTON, W. VA.—July 18, 19 
312 MacCorkle Avenue, S.E 
Charleston Electrical Supply Co. 
CHARLOTTE, N. C.—July 20 

1000 West Morehead Street 
Southern Appliances, Inc 
CHATTANOOGA, TENN.—July 13, 14 
1148 Market Street 

Tri-State Supply Co 

CHICAGO, ILL.—June 28 

Space 1149, Merchandise Mart 
Sylvania Soles 

CINCINNATI, OHIO—July 13, 14 
1616 Madison Road 

Floyd & Co., Inc. 


CLEVELAND, OHIO-—July 13, 14, 15 
2905 Chester Avenue 

G. M. Nutter, Inc 

COLUMBIA, S. C.—July 12 

1144 Shop Road 

Carolina Sales Corp. 

COLUMBUS, OHIO-—July 19, 20, 21] 
134 East Long Street 

Electronic Supply Corp 
DAVENPORT, iOWA-—July 10, 11 
The Black Hawk Hotel 

Republic Refrigeration Wholesalers 
DALLAS, TEX.—Aug. 6, 7 

8811 Empire Freeway 

Sabine Supply Co. 

DAYTONA BEACH, FLA.—July 19 
Daytona Plaza Hotel 

Sylvania Sales 

DAYTON, OHIO-—July 10, 11, 12 
535 East Third Street 

Yonts Radio & Appliance Co 
DENVER, COLO.—July 17, 18, 19 
1661 W. Third Avenue 

Boyd Distributing Co., Inc 


DES MOINES, lOWA-—July 14, 15, 16, 17 


100 S.W. First Street 

H. E. Sorenson Company 
DETROIT, MICHIGAN—July 11, 12, 13 
3146 E. Jefferson Avenue 
Peninsular Distributing Co 
DOTHAN, ALA.—July 14, 15 
Houston Hotel 

Mack Electric Supply Co 

FARGO, N. D.—July 10, 11 

1443 Main Avenue 

Rott-Keller Supply Co 

FORT WAYNE, IND.—July 11, 12 
1825 W. Main Street 

Femco, Inc 


GRAND RAPIDS, MICH.—July 12, 13, 14 


835 Chicago Drive S.W 

Radio Distributing Co 

GREEN BAY, WIS.—July 23, 24 
314 N. Monroe Avenue 

Wm. Van Domelen Co., Inc 
GREENVILLE, N. C.—July 14 
101 West 14th Street 

Carolina Sales Corp 

HAMDEN, CONN.-—July 19, 20 
957 Dixwell Avenue 

B. H. Spinney Co 

HONOLULU, HAWAII—Aug. 3 
Hawaiian Village, Honolulu 


Nylen Bros. & Co., Lid. 


HOUSTON, TEX.—July 11, 12, 13 
Ben Milam Hotel 

Thermal Supply 

INDIANAPOLIS, IND.—July 17, 18, 19, 20 
1013 Capitol Avenue 

Litterai Distributing Co. 
JACKSONVILLE, FLA.—July 14 
Roosevelt Hotel 

Syivania Sales 

JACKSON, MISS.—July 15 

815 South State Street 

Stuart C. Irby Co. 

KANSAS CITY, MO.—July 17, 18 
808 West 14th Street 

Interstate Distributors 

LA CROSSE, WIS.—July 15 

218 S. 2nd Street 

S & M Supply Co 

LOS ANGELES, CALIF.—July 19, 20 
Rodger Young Auditorium 

Graybar Electric Co., Inc 
LOUISVILLE, KY.—July 27, 28 

305 West Main Street 

The Cooper-Louisville Co. 
MANCHESTER, N. H.—July 6, 7 
1111 Candia Road 

The Emery-Waterhouse Co 
MANKATO, MINN.—July 13 
Second & Main Streets 

Southern Minnesota Supply Co. 
MEMPHIS, TENN.—July 20 

733 S. Somerville St 

Woodson & Bozeman, Inc. 

MIAMI, FLA.—July 12, 13 

Hotel Miami 

Sylvania Sales 

MILWAUKEE, WIS.—July 21, 22 
3205 West Burleigh Street 

Tryman Distributors, Inc 
MINNEAPOLIS, MINN.—July 17, 18 
300 N. Washington Street 
Century-Elcon, Inc 

NASHVILLE, TENN.—July 13, 14, 15 
492 Cro 

Moore-Handliey Hardware Co., Inc. 
NEWARK, N. J.—July 26, 27, 28 
437 11th Ave., N.Y. C 

Sylvania Sales 

NEW ORLEANS, LA.—July 13 

307 Tchoupitoulas Street 

Lighting Fixture & Electric Supply Co., Inc. 
NEW YORK, N. Y.—July 26, 27, 28 
437 Lith Avenue 

Sylvania Sales 


OKLAHOMA CITY, OKLA.—July 17, 18 
de Ville Motel 
The ‘Dub Henderson Co. 


PENSACOLA, FLA.—July 20, 21 


Beach Casino 


Mack Electrical Supply Co. 
PEORIA, ILL.—July 17, 18 


Pierre-Marquette Hotel 
Sylvania Sales 


PHILADELPHIA, PA.—July 13, 14 


Penn-Sherwood Hotel 


Sylvania Sales 


PHOENIX, ARIZ.—July 10, 11 
Graybar Electric Building 
Graybar Electric Co., Inc 


PITTSBURGH, PA.—July 13, 14 
711 Galveston Avenue 
Graybor Electric Co., Inc. 


PORTLAND, ME.—July 12, 13 
145 Middle Street 


The Emery-Waterhouse Co 


PORTLAND, ORE.—July 21, 22 
1327 S.E. Grand Avenue 
Television & Radio Supply Co 
POUGHKEEPSIE, N. Y.—July 19 
Nelson House 

Empire State Wholesalers, Inc. 
PROVIDENCE, R. I.—July 12, 13 


1] Washington Avenue 


Choquette & Co., Inc. 


RAPID CITY, S. D.—July 21 


621 Fourth St., S$ 


Burghardt Radio Supply Co., Inc. 
RICHMOND, VA.—July 20 
William Byrd Hotel 
Goldberg-Tiller Corp 
ROCHESTER, MINN.—July 14 
Wades Broiler 

Southern Minnesota Supply Co. 

SALT LAKE CITY, UTAH—July 11, 12 
101 North Third West St 

The Salt Lake Hardware Co 

SAN ANTONIO, TEX.—July 14 

St. Anthony Hotel 

Thermal Supply, Inc 

SAN DIEGO, CALIF.—July 21 


Bahia Motor Hotel 


Graybar Electric Co., Inc 


SAN FRANCISCO, CALIF.—July* 
Sylvania Sales 

SAVANNAH, GA.—July 20 

121 West Bay Street 

Electric Sales and Service Co. 

*Contact Distributor for time and place 


SCRANTON, PA.—July 20, 21 
119 Franklin Avenue 

Charles B. Scott Co. 

SEATTLE, WASH.—July 17, 18, 19 
1258 First Avenue, South 

Robert L. Rice Co 
SHREVEPORT, LA.—July 18 
2530 Linwood Avenue 

Koelemay Sales Co., Inc. 
SIOUX FALLS, S. D.—July 18 
Sheraton-Cataract riotel 
Burchardt Radio Supply Co., Inc. 
SOUTH BEND, IND.—July 6, 7, 8 
1515 Prairie Avenue 

Femco, Inc 

SPOKANE, WASH.—July 25, 26 
N. 734 Division Street 
Tel-Electric Distributors, Inc 
SPRINGFIELD, MASS.—July 19, 20 
153 Plainfield Street 

B. H. Spinney Co 

ST. LOUIS, MO.—July 10, 11 
Holiday Inn 

Fridley Brothers, Inc 
SYRACUSE, N. Y.—July 12, 13, 14 
102 W. Division St. 

Sylvania Sales 

TAMPA, FLA.—July 19, 20 

Jolly Roger Club 

L & S Distributors, Inc. 
TOLEDO, OHIO—July 13, 14 
1215 Norwood Avenue 

Arnold's Equipment Co. 

TROY, N. Y.—July 12, 13 

218 Congress Street 

Empire State Wholesalers, Inc, 

TULSA, OKLA.—July 10, 11 

Alvin Hotel 

The ‘Dub Henderson Co 

WASHINGTON, D. C.—July 12, 13 
Mayflower Hotel 

Washington Appliance Wholesalers, Inc. 
WATERTOWN, S. D.—July 19 

621 Fourth Street, S.£ 

Burghordt Radio Supply Inc. 

WICHITA, KANS.—July 10 

149 North Rock Island 

Siebert and Willis, Inc 

YORK, PA.—July 27, 28, 29 

517 East Prospect Street 

The Carevo Corp 

YOUNGSTOWN, OHIO—July 17, 18, 19, 20 
57 North Meridian Road 

G & W Distributing Co., Inc. 
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To Use Machines? 


Here’s a quick look at how two appliance dealers have em- 
ployed accounting machines to avoid errors and save time 


and money 


Many appliance dealers tend to be impatient 
when you talk about machines for record keep- 
ing and bookkeeping. 

Some say mechanized systems are too ex- 
pensive and are geared to producing more in- 
formation than smaller dealers can use. And 
some larger accounts complain that such systems 
are oriented to other businesses and are not 






CASE I: 
A Cash 
Register 

Does It All 


Errors, overtime and tedious de- 


tail work inherent in his old man- 
ual systems (claim-check method 
first, then the columnar spread- 


sheet method) were eliminated by 
J. W. Godwin of Godwin’s Radio in 
Birmingham, Ala., when he switched 
to multi-function cash register. 
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flexible enough to produce fast turn specifics. 

But there are enough dealers who swear by 
machine systems to warrant a look by dealers 
suffering from overhead and/or antiquated data 
handling methods. That’s what we’ve done in 
the two examples on this page. 

Shifting to multi-function sales register, the 
small-to-medium dealer in Case I eliminated 


At end of day, sales summary cards 
are inserted in register and each 
memory section prints cumulative to- 
tals logged in during the day, credit- 
ing each of Godwin’s eight depart- 
ments. Summary also splits cash and 
charge sales, shows total pay-outs, and 
reconciles store’s checking account for 
instant summary of day’s business. 


First step in new system is validation 
of sales check. As clerk rings sale, 
amount is broken down and distrib- 
uted over several of the machine’s 29 
memory keys. (Note distribution of 
this sample transaction in column at 
right of sales slip.) 


“an impossible situation” in his bookkeeping 
department, got a bonus of instant sales sum- 
mary at the end of the business day and saved 
the cost of one office girl. 

In Case. II, a large operator uses a versatile 
accounting system flowing from two machines 
to get precise control over purchases, inventory, 
sales, cost of sales, profit or loss on each sale. 
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CASE II: 
Two Machines Save Four People _ «2 isi strut: seointing machine. 


staff of eight handles the detailed records de- 
manded by Waddell’s, Windsor, Ont. St. Aubin 
is convinced that he would need 12 people with- 
out the accounting machines. 








September, 1957  é September, 1957 
we 428 ie EXPENSE DISTRIBUTION SALES DISTRIBUTION 
SOUND & RADIO LIMITED Fe ACCOUNT NAME Television Inventory ACCOUNT ND. 141 ACCOUNT NAME Television Sales ACCOUNT NO. 301 
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Machine action begins with supplier invoice, 
when voucher, distribution card and register 
are prepared in one operation. 


Mechanized inventory control logs item, brand, model 
number, in-stock date, cost, sell price, date sold, cost of 
sale, allowance and inventory value. 





O am 


SALES JOURNAL 








Same machine prepares journal for cane — es ig mg am 
all cards (by department and by pur- 
chaser) simultaneously; totals all 
sales by department, furnishes grand 
total and monthly sales-to-date auto- ACCOUNT NAME 
matically. 
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SALES DISTRIBUTION 
ACCOUNT NO. 
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COMMISSION REGISTER 





Imvorce aecisten __bistaisution Commission voucher shows’ what 
r r T Fas at DisTRisuTion BISCELLAMEOUS DISTRisuTion : 2 

| ant'tlre | sects nonce ne nose aut or sat fee smo nuowamces | & mace core] anevnr’ | cose] °F an ssover cons] caw vocne | vem socets salesman has sold, his earnings, 
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, amounts paid and owed him. Simul- 

COMMISSION VOUCHER | taneously prepared register profiles 


WADDELL'S SOUND & RADIO LIMITED sales activity of each man. 
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PEOPLE in the 


Bogen-Presto—Harold <A. Gold- 
smith was appointed president of 
the division of the Siegler Corp. 
Goldsmith was co-founder and 
president of Magnetic Amplifiers 
Inc. which merged with Siegler. He 
succeeds Joseph M. Benjamin at 
Bogen-Presto. 


Ampex—John A. Buchanan has 
been appointed national sales man- 
ager for Ampex magnetic tape prod- 
ucts. He has been Ampex tape dis- 
trict manager in Washington, D. C. 


Stromberg-Carlson—William C. 
Potter was named district manager 
of high fidelity sales of the division 
of General Dynamics Corp. in the 
Minnesota territory. 


J. A. Buchanan 
of Ampex 


H. A. Goldsmith 
of Bogen-Presto 


Ampex Audio Co.—John A. Lar- 
son has been named assistant man- 
ager of advertising and sales pro- 
motion of the subsidiary of Ampex 
Corp. He replaces Richard R. Grant. 


ELECTRICAL MERCHANDISING WEEK 


Coolerator—E. D. Farrell and D. D. 
Williams recently were appointed 
northeastern regional sales manager 
and southeastern regional sales 
manager, respectively. 


Curtis Publishing Co.—Robert B. 
Owings was named menswear-pho- 
tographic marketing manager as 
hard goods manager for ‘The Sat- 
urday Evening Post.’’ He succeeds 
Robert B. Shellenberg who was as- 
signed to the magazine’s New York 
office as an advertising sales rep. 


Zenith Sales Corp.—Robert J. Lim- 
bocker has joined Zenith Sales 
Corp. as district sales representative 
in the Northwest. Before joining 
Zenith, Limbocker was division 
merchandising manager-buyer of 
the Jenkins Music Co. in Kansas 
City. 





Remember! Sets like this have made Motorola the most 
imitated line of stereo hi-fi in the industry. So... 


Wait! What other lines will have in the future, Motorola has 
this year— and you'll see it in August! 


OMOTOROLA 


MOTOROLA [GEN. ELECTRIC 


ADMIRAL 





CUMULATIVE BOX SCORE 
ON THE NEW TV LINES 


Here’s a rundown on major 
features of the new TV lines— 
and where to find details. 


Four models of 17-inch 
designers step up to 19- 
inch table models with 
front flanking speakers 
from $209. Five 21’s from 
$189, 23’s with table mod- 
el from $209, high and 
low consoles from $249. 
EM Week, May 23. 


A 19-inch transistor port- 
able at $275 plus $88 for 
the battery. “Junior con- 
soles” come in five models, 
standard 23’s in six mod- 
els. Also, deluxe and top- 
end Drexel-styled 23-inch 
sets. (EM Week, May 23, 


Adds 19’s and 23’s while 
carrying over the 17’s and 
21’s in a 30-model black- 
and-white series. Top of 
the line is Henredon cabi- 
netry series of three mod- 
els; 13 color models round 

the big line. (EM 
Week, May 30. 


Carries over 17’s and 19’s, 
adds 23’s, including a 
three-model group from 
$189, an open list upright, 
wood topped and_ faced 
lowboys from $259 and 
three Heywood-Wakefield 
cabinetry models’ from 
$495. (EM Week, June 6.) 


SYLVANIA 





Widest line ever, tubes in 
every size, hot prices. TV- 
stereo-radio combo at top, 
$598 with remote control; 
19-inch portable for $188, 
$258 with remote; low- 
end 23-inch console for 
$248. (EM Week, June 13, 
page l. 


EMERSON 


Continues 17’s, 21’s, adds 
19-inch slim _ portables. 
Glareless glass in high- 
end 23’s, more remotes. 
Low ends: portable 19’s, 
$179; table 23’s, $229; 
23-inch consoles, $279; 
17’s and 21’s, open. 

Week, June 13 : 


A 28-model line with $20 
steps. Portable 19’s from 
$159.95, consolettes from 
$199.95, 23’s from $199.95 
with remote control units 
at $299.95. Stereo-theater 
combos (19-inch) go for 
$299.95. (EM Week, June 
13, page 1.) 





Big 72 model line pitched 
at quality market. Low 
end is bonded tube 19- 
inch portable ‘‘under $200.” 
High end is 23-inch ‘‘Con- 
cert Theater’ in $700 
bracket. New remote con- 
trol enlarges center of pic- 
ture. (EM Week, June 20.) 


HOFFMAN 


Stress is on variety of 
decorator styles and op- 
tional wireless transistor 
remote controls. Table 
19’s from $198, 23’s from 
$260; lowboy 23’s from 
$380; concert combo 23’s 
from $695 to $1,250 at top. 
(EM Week, June 27.) 


DU MONT 
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FEATURES THIS WEEK 


Zenith 1961 TV and stereo lines e Tappan kitchen 


heater-ranges and gas 


barbecue cooking top e 


Sylvania 1961 stereo phonos e Andrea TV series 


eT 


ZENITH Announces 1961 TV Line 


Zenith announces a new 1961 line of 
TV sets including a 6-set series of 
portables with 19-in. picture tubes; a 
25 model series of 23-in. picture mod- 
els ranging from compact, table-top- 
per sets, upright consoles and lo«boys 
to a trio of single cabinet TV-radio- 
phono console combinations with the 
squared, “wide-screen” TV look. 

Highlighted throughout the line 
are cabinets of selected, matched and 
worked woods designed to add beauty 
to the home decor. 

In its deluxe Decorator group the 
range of choice has been broadened 
to include 18 basic models in 14 wood 
cabinet colors in fine-furniture styles 
such as Danish modern, Scandinavian 
modern, American modern, French 
provincial, Italian provincial, Early 
American, traditional and Far East- 
ern, and includes an Italian furniture 
styled all-in-one Stratosphere console 
combination with new remote control 
system which will be announced later 
by Zenith. 

In its 38 basic model line there are 6 
slim portables, all hand-wired and 
hand-assembled with a new trans- 
former-powered Custom “Z” horizon- 
tal chassis, 19-in., 114-deg. Sunshine 
picture tube with Cinelens safety 
glass and a Zenith high-speed elec- 
tron gun that drives up to 350,000 
cycles. 

A new sleep switch timer, in the 

Plaza model, automatically shuts off 
picture and sound up to 3 hrs. after 
pre-setting timer control. 
Of the 25 sets with squared, ‘“wide- 
screen,” 23-in., 92-deg. Sunshine pic- 
ture tube, 9 have a new 22,000v hi-fi 
power “Z” chassis with a full 34w 
audio output amplifier; a new Glare- 
Ban Cinelens “frosted” faceplate, 
bonded to picture tube that adds con- 
trast to grays and blacks; they use 
the Zenith Bull’s Eye turret tuner. 

The remaining “big screen” sets 
with a 20,000v Super “Z” handcrefted 
chassis have an advanced target tur- 
ret tuner with new circuitry that 
minimizes signal “drift,” and new 
gold-plated contact points that resist 
corrosion and reduce service prob- 
lems. 


COBURG SCANDINAVIAN LO-BOY F3364W 





F3380 FAR-EAST HI-Fi CONSOLE TV 


To meet popular demand Zenith has 
increased the number of its remote 
controlled sets to 18 basic models now 
standard equipped with a Zenith 400 
or 300 Space Command remote. The 
systems provide for turning the set 
on and off, changing channels, muting 
sound, adjusting volume levels and 
turning sound on—all easily accom- 
plished from across the room by 
means of ultrasonic or what Zenith 
calls “silent sound” signals. 

Among the technical improvements 
in the new line are a long-life recti- 
fier tube; an advanced horizontal 
blanking circuit; a new thermistor 
circuit stabilizer that automatically 
compensates for effects of tempera- 
ture change during warmup period; 
new tube guide sockets for easy tube 
insertion; a new removable “easy 
service” bottom plate on all 19-in. 
portables. All sets are equipped with 
a handcrafted, horizontal TV chassis 
that is more dependable, easier to 
service. 

Prices, no suggested retail prices are 
given for the 4 basic 17-in. portables. 
The 6 basic 19-in. portables range 
from $189.95 to $259.95. The single 21- 
in. table set is $189.95; the 4 basic 23- 
in. table models range from $229.95 
to $329.95; the 18 basic 23-in. consoles 
range from $279.95 to $600; the 3 TV- 
radio-phono console combinations 
from $599.95 to $1,750. Basic models 
with Space Command 400 or 300 re- 
motes range from $249.95 to $775. 


Zenith Sales Corp., 6001 W. Dickens 
Ave., Chicago 39. 
19-IN PLAZA PORTABLE F2112J 
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ZENITH Announces 1961 Stereo Line 


An all-new 1961 stereo line intro- 
duced by Zenith includes a new Zen- 
ith sound reverberation feature with 
extended hi-fi stereo that adds “living 
vibrant realism in the home”; full, 
throughout the home, stereo listening 
from 4 sources of sound, and up to 
10 speakers; plus a broadened group 
of Decorator and other sets with fine 
furniture styled, handcrafted cabi- 
nets. 

The new sound reverberation feature 
with a variable reverberation control 
which can be adjusted by listener to 
obtain the exact amount of reverber- 
ation he wants to suit his listening 
taste, is standard equipment in all 
of the new 1961 40w console phonos. 
It is optional at extra cost with all 
but 1 of the remaining new consoles. 
Twenty of the 21 console models in 
the new stereo lineup are equipped 
with Zenith extended hi-fi stereo 
playing system. All 29 have provision 
for dual “Radial” remote speakers 
that permit full, stereo listening any- 
where in room from 4 sources of 
sound, and can also be used to bring 
stereo to adjacent or even remote 
rooms in the home. 

Several remotes have a new 3- 
position switch on back of each 
speaker enclosure that gives listener 
a choice of (1) stereo sound repro- 
duced from master record player; 
(2) stereo sound with bass delivered 
from main cabinet and mid-range 
and treble from the remotes; or (3) 
bass, mid-range and treble from 
main units as well as from “Radi- 


“als.” With switch in 3rd position, the 


“Radials” when used as extension 
speakers can be used to produce full 
stereo in any room in house. 

The pairs of remotes are hand- 
somely styled, compact, easy to add, 
and they can be located almost any- 
where in the room arrangement. 
Zenith has broadened its range of 
deluxe cabinet units in the Decorator 
collection to include American; Dan- 
ish and Scandinavian modern; Far 
East; Italian, French and American 
provincial and traditional. 

The lineup of 20 extended hi-fi 


FM-AM "DROP-IN" TUNER 








SFF 2560W CONSOLE 


SIBELIUS' 


stereo consoles includes 4 phonos 
that provide for a Zenith “drop-in” 
AM-FM, tuner with afc, optional, ex- 
tra; 13 others are standard-equipped 
with AM-FM radio; 3 provide TV, 
AM-FM radio and stereo phono. All 
have Cobra-Matic 4-speed record 
changer, plus a_ counter-balanced 
Cobra tone arm, Custom and Deluxe 
Cobra-Matics have a new, extra- 
large, 11-in. turntable. 

Another feature is a 3-position 

sound dimension selector that per- 
mits instant changeover from mon- 
aural to standard stereo by sliding a 
lever from position-to-position along 
the stereo studio sound control panel. 
Speaker complements in the console 
line range from a 10-in. woofer and 
2 5%-in. tweeters to 2 12-in. woofers 
with extra heavy 13-0z. Alnico 5 
magnets and 2 exponential horn 
tweeters to project brilliant “highs” 
and wide-range dispersion. 
Prices, range from $79.95 to $139.95 
for portable stereo phonos; hi-fi con- 
soles depending on cabinet color are 
$179.95 or ‘$189.95; the 4 basic model 
extended hi-fi stereo consoles with 
optional AM-FM tuner, from $225 to 
$425; the 13 basic extended hi-fi 
stereo consoles with AM-FM radio, 
from $299.95 to $850; the 3 stereo 
AM-FM radio-TV console combina- 
tions from $599.95 to $1750. The FT- 
11 “drop-in” tuner, $75; the 5-model 
series of dual “Radial” remote 
speakers, in pairs from $40 to $119.90. 
Zenith Sales Corp., 6001 W. Dickens 
Ave., Chicago 39. 


STEREO STUDIO CONTROL PANEL 














TAPPAN Heater-Ranges 


Tappan Gold Star kitchen heater-gas 
range series No. DCKF-6776 is de- 
signed for a quick warm up of kitch 
en on chilly mornings. A thermostati- 
cally controlled heater in left com- 
partment provides exact room tem- 
perature; is automatically lighted; has 
safety shut-off. Heat from 40,000 Btu 
gas burner is circulated through large 
chromium plated screen in side panel. 
A blower gives even circulation. 
Other features included are a di- 
vided cooking top with Sizzle ’N Sim- 
mer burners; easy-to-remove-and- 
clean-burner trays; right rear Set ’N 
Forget burner with Vari-flame con- 
trol; flush-to-wall design; 1-piece 
porcelain chassis; toe cove base; Tel- 
A-Set control center; 36 in. wide. 
Oven is all chrome; has matchless 
ignition; low-temperature wide-flame 





burner; oven heat control and non- 
tilt racks; Fiberglas insulation; lift- 
off door; removable door seals; swing- 
out broiler with smokeless clean 
Quick grill. The Tappan Co., Mans- 
field, O. 








28 e NEW PRODUCTS 





THIS BRAND 
OPENS 

NEW FRONTIERS 
FOR PROFIT! 


HOMEMADE ICE CREAM FUN ms 
MEANS EXTRA PROFITS 


SL. 


Electricity does the work—to build 
new sales for you in an unsaturated 
market. Modern polystyrene bucket * 
keeps ice cream 8 times longer. 
Attractive cover & handle. Also 
keeps hot or cold foods at serving 
temperature. 

Model 2244 . .Retail $39.95 
specialize in profits with 

Silex appliance specialties 


4 
r 


The Proctor-Silex Corporation 
Philadelphia — Chicago — Canada 


CONVENIENT 
EVERY-MONDAY 
FREQUENCY... 
EASY-TO-READ 
EDITING 


SPECIALIZED 

WRITTEN ABOUT 

THIS BUSINESS ONLY... 
BY PROS. FOR PROS 


NEWS IN DEPTH 

ALL THE FACTS, 

AND WHAT THEY MEAN 
10°-VYOuU 
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THOR NO. 32 DRILL 

A new line of job-rated portable elec- 
tric Thor SpeedDrills is introduced by 
the SpeedWay Div. of Thor Power 
Tool Co., La Grange Park, Ill., for 
home and farm, workshop and trade 
craft use. 

The new units are the No. 22 with 
Y4-in. capacity, 3-amp. rating; no load 
speed of 2400 rpm; No. 32 with %-in. 
capacity, 3.l-amp rating, developing 
925 rpm; No. 43 with %-in. capacity, 
6.5-amp rating and 600 rpm; and No. 
43-R a %-in. reversible drill. 

All the new drills are equipped 
with universal series-wound ac-dc 
motor, 6-ft., 3-conductor lead cord, 
2-jaw precision geared chuck, momen- 
tary contact switch with locking pin, 
ball and oilite bearings, 22-bar com- 
mutator and high polished die-cast 
aluminum housing. The %-in. drill 
weighs 4 lbs.; price, $20.95. No. 32 
weighs 4% lbs., $27.95. No. 43, $39.95; 
No. 43-R, $44.95. 


“Astro-Lite” designed for home or 
commercial use, turns on automati- 
cally when electric power fails. Helps 
prevent accidents, panic during power 
failures. Has an automatic switch that 
cuts on immediately. when. electricity 
goes off. In 4 decorator colors, the 
light looks like a portable radio in 
shatter-proof styrene; can be hung on 
wall or on table; plugs into any wall 
fixture. $19.95. Astronautics Engineer- 
ing Corp., 500 W. 18th St., Hialeah, 
Fla. 


A new 6-volt “Eveready” alkaline 
battery, and a sealed beam lamp with 
2% times the light output of current 
6v lanterns are featured in Eveready 
“Captain” lantern’ introduced by 
Union Carbide. The low-slung, 
streamlined “Captain” has a red sig- 
nal light that flashes automatically 
when its arm is lifted into position. 
Lantern is of stainless steel. For use 
in boat, car, for hunting, camping, 
the red and white lantern is also 
available without flasher. Prices, with 
flasher $18.95, without flasher, $16.95. 
Union Carbide Consumer Products 
Co., 270 Park Ave., New York 17. 


ELECTRICAL MERCHANDISING 


Color-matched sets of outdoor appli- 
ances are featured in the 1960 line 
of outdoor appliances made by K- 
Appliances. A new sandalwood satin 
finish flecked with coppertone is fea- 
tured. The line includes 4 KampKold 
ice chests, 6 KampKook camp stoves; 
4 KampLite lanterns in the new 
colors as well as all-aluminum plus 
other finishes. All items in this line 
are non-electric. K-Appliances, Queen 
Products Div., King-Seeley Corp., 
Albert Lea, Minn. 


Ray-O-Vac has expanded its premium 
quality “Nite Hawk” line of portable 
lighting equipment with the intro- 
duction of a new No. L202 “Nite 
Hawk” prefocused lantern with red 
signal flasher handle. Designed for 
professional guide, sportsman, shop 
owner, it has a 34%-in. vacuum alumi- 
nized reflector, long, sleek handle. 
Has a flashing red light for warning 
signal. Powered by a 941 6v lan- 
tern battery or 8 2LP or 5LP flash- 
light batteries. $8.98. Ray-O-Vac Co., 
Madison 10, Wis. 


Ben Housewares Corp., 1150 Broad- 
way, New York City, have started 
shipping their new Hi-Lo patio light. 
Features a mushroom shape, high- 


» impact green styrene hood, vinyl light 


diffuser shield and 8-ft. weather-proof 
cord. Comes with a 6-ft. black, sec- 
tional steel pole for any of 4 heights 
from 18 in. to 6 ft. Price, $6.95. 


Whitehall Kitchens of East Rockaway, 
N.Y., have a “maximum convenience 
sink cabinet” with a deep recess to 
permit housewife to sit down while 
working. One of over 1,000 cabinet 
designs in the Whitehall line, the 
“Sit-Down” base cabinet is available 
in 10 natural warm wood finishes in 
oak and maple. Doors are warp-proof, 
joints glued, mortised and tenoned. 


“Arco Hedge-Trimmer,” the latest 
addition to the ARCO line of electric 
drill attachments cuts, trims and 
shapes hedges and shrubbery faster 
and neater than a hand shears. At- 
taches to any %-in. drill; weighs only 
2% lbs.; well balanced for use with 
1 hand; 14-in. blade of hardened 
steel; handle fits on top of side of 
housing and locks at 10 angles. $11.95. 
Arrow Metal Products Co., 421 W. 
204 St., New York 34. 
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ELECTRIC COMPANY 
1638 Twelfth St. « Two Rivers, Wis. 
TIME 1S MONEY — CONTROL IT WITH PARAGON 
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MIGHTY MOE Tool 


The “Mighty Moe” an electric power 
tool for home, lawn and garden use 
is announced by the Moe Hoe Corp. 
Designed to spade and cultivate gar- 
dens, trim and edge lawns, flower 
beds and sidewalks, scrub and polish 
floors, it has a G-E %-hp motor. 


Unit consists of a power head and 
handle with “twist of the wrist” 
quick-change floor polisher, trimmer- 
edger, and rotary tiller attachment. 
The power head with cast aluminum 
housing and 40-in. handle weighs 6 
lbs. Cord extends from grip on end 
of handle to keep it away from work 
path. Switch also on handle. 

Twin counter-rotating brushes on 
floor polisher attachment eliminate 
side pull. Combined width of brushes 
is 12 in. Handle can be adjusted in a 
fixed or floating position. Combina- 
tion scrubbing and polishing brushes 
with snap-on buffing pads are fur- 
nished. Floor polisher attachment 
weighs 7 lb. 

Trimmer-edger has 7-in. blade; 
rotary tiller has 80-to-1 gear ratio. 
Price, including power head, handle 
and 3 basic attachments, $80. Moe 
Hoe Corp., Portland, Oregon. 


ERCONA Stereo Turntable 


A new 2-speed, hysteresis synchron- 
ous turntable is announced by Ercona, 
importers of Connoisseur turntables 
and pickup arms, from England. 

Operates at 331% and 45 rpm from 
its single constant speed motor. The 
speed change is accomplished by a 
double stepped cone, ground inte- 
grally on motor shaft to assure con- 
centricity. 

Motor shaft is suspended in graph- 
ite nylon bearings and all revolving 
shafts are precision ground. Dynam- 
ically balanced and resiliently mount- 
ed the motor is vibrationless with 
low noise and hum induction. 

Turntable is 12-in. and _lathe- 
turned of non-ferrous (anti-mag- 
netic) material. Motor is controlled 
by simple “up-down” press switch 
and a red neon indicator glows when 
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turntable is in motion. 

Available with wood finish, for- 
mica-ecovered base at slight extra 
cost. Turntable shown is being used 
in conjunction with the Connoisseur 
diamond stereo pickup and automatic 
control arm. 

Price, $59.50. Ercona Corp., 16 W. 46th 
St., New York. 





PENNSYLVANIA 
Riding Mower 


“Compact” riding rotary mower pro- 
vides a full 24-in. cut; features ex- 
treme maneuverability. It can be 
turned in a radius of half its 33%4-in. 
wheel base. Has 3%-hp, 4-cycle Pre- 
mium Clint-alloy cast iron engine 
with mechanical type self-starter; 
precision machined cylinders; com- 
pletely enclosed working parts. 
Fully enclosed, permanently lubri- 
cated geared transmission provides 
forward, neutral an< reverse locomo- 
tion. Automotive type differential al- 
lows easy turning of rear wheels 
without scuffing or marring turfs; 
has 4 semi-pneumatic tires; rear 
wheels are 10%x3% in.; front wheels, 
83%4x2% in. Low center of gravity 
for safe operation on hills at speeds 
to 5 mph; gasoline tank holds 3 qts.; 


lever controlled cut adjustments for 
5 positions from 1% to 3% in. Full 
“floating” housing. 

Cutting blade over 2 in. wide of 
high carbon steel. Equipped with tow 
bar to haul other tools or carts; 
weighs 189 lbs. Pennsylvania Power 
Mower Div., American Chain & Ca- 
ble Co., Inc., Exeter, Pa. 





ANDREA TV Set 


The Andrea Radio Corp. has intro- 
duced the second in a series of new 
TV sets to its line of custom-builts. 

The new addition to the Andrea 
line is “The Versailles,” a 23-in. up- 
right console styled in French pro- 
vincial tradition, and comes in ma- 
hogany, antique white or fruitwood 
finish with genuine hardwood. 

“The Versailles” features a_ rec- 
tangular 23-in. picture tube, 110-deg., 
aluminized with a viewing area of 
282 sq. in. The safety glass is fused 
to the face of the tube itself so that 
it can be cleaned quickly and easily. 

The set has a stereophono input 
jack, built-in antenna, hand-wired 
horizontal chassis, heavy duty power 
transformer and 3 front mounted 
speakers with a cross-over network. 

In addition to TV sets, Andrea also 


manufactures hi-fi and stereophonic 
phonos and electronic equipment. 
Price, $370, mahogany; $380 antique 
white or fruitwood. Andrea Radio 
Corp., 2701 Bridge Plaza N., Long 
St., New York. 











CAVALIER 

Wall Hanging Heater 

A sturdy but lightweight automatic 
electric heater that hangs on the wall 
is announced by Cavalier Corp. 

In the back there are 3 keyhole 
slots for easy and secure mounting, 
yet it is easy to move. Knockouts for 
wiring in back and bottom. 

It can be used almost anywhere— 
bathroom, kitchen, home, office, fac- 
tory. Suitable for hard-to-heat areas 
or exposed areas like shipping rooms, 
gate houses, guard stations, pumping 
and relay stations. 

Solid aluminum reflector, safe, en- 
closed heating element. Built-in ther- 
mostat; baked enamel finish; 120v; 2 
sizes: 750w (2,562 Btu) and 1000w, 
(3,415 Btu); 2% in. deep, 14% in. 
high. Cavalier Corp., Electric Heat- 
ing Div., Chattanooga 2, Tenn. 





Plastic Room Dividers 


These filigree openwork plastic panels 
with spring-action supporting pole are 
easy to install. The panels, 36x12x%4 
in. thick have floral or oriental de- 
sign. Panels are colorfast, dustproofed 
white and come with black or gold 
trim. The almost indestructible pan- 
els are completely finished, ready to 
install. 

Upright poles are the type used for 
lamps with spring action, adjustable 
height, rubber tipped top and feet. 
Panels clamp to poles in any arrange- 
ment. Suitable for use as window 
shutters, doors, gateways, room divid- 
ers. Can be drilled, nailed, screwed 
down, bent or can be staggered. Add- 
on units for multi-panel screens. 
Price, from $5.98 for panels to $3.50 
for 2 poles. Bernard Edward Co., Chi- 
cago 32. 














SYLVANIA 1961 Stereo 


Sylvania announces 5 new portable 
stereo phonos; a monaural portable 
hi-fi; a portable stereo phono with 
AM-FM tuner. Also 2 deluxe stereo 
consoles are added to the phono line 
introduced last October. 

Top of the portable line, 55P19, is a 
deluxe 4-speed automatic stereo phono 
featuring Sylvania’s 3 Sound chan- 
nels and an AM-FM tuner. It has a 


SYLVANIA STEREO PORTABLE 55P19 


10w dual-channel amplifier, separate 
built-in AM and FM antennas, 6-in. 
cabinet speaker and 2 5-in. speakers 
in detachable remote sound enclo- 
sures. A custom styled luggage case, 
in brown tweed and cream. 

Of the other portables, 3 have de- 
tachable twin remote sound enclo- 
sures (45P19, 45P18 and 45P15); 2 
have separate sound enclosures in the 
lids (45P17 and 45P14); 1 has self- 
contained dual front speakers (45- 
P16). All in smart luggage cases. 
The new console (45C20) in contem- 
porary styling and wood veneer cabi- 
net has deluxe 4-speed automatic 
changer; 10w power output dual- 
channel amplifier; balanced high and 
low 3-speaker sound system and 
built-in extension speaker enclosure. 
Prices, portables from $32.95 to 
$169.95. Sylvania Electric Products 
Inc., Batavia, N. Y. 





GRANCO FM Auto Radio 


A hi-fi FM auto radio for 1961 car 
models. Tuner uses transistors; em- 
bodies an AFC device that eliminates 
need for fine tuning; makes it pos- 
sible to dial an FM station easily. 
Electronically locks FM station into 
perfect tune as soon as sound is 
picked up. For any car with 12v ig- 
nition. “Less than $75.” Granco 
Products Inc., 83-30 Kew Gardens 





TAPPAN Barbecue 
Cooking Top 

This new Tappan drop-in barbecue 
cooking top has been added to the 
1960 gas built-in line. It is 5 appli- 
ances in 1: barbecue, triple rotis- 
serie, 4 Sizzle ’N Simmer burners and 
a Set ’N Forget burner and griddle. 
Food is grilled over ceramic coals 
heated by a gas flame. The Tappan 
Co., Mansfield, O. 
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FINANCIAL REPORTS 


Copeland Refrigeration Corp.—For 


six months ended March 31: net 
sales, $19,177,303, compared with 
$15,997,532 for same period, 1959; 
net income, $890,596, equal to $1.11 
per share; compared with $633,000 
and 79¢ per share a year ago. 


Waste King Corp.—For first quar- 
ter 1960: net earnings, $758,523, up 
29.1% over $587,472 for same pe- 
riod 1959; profit equal to $1.27 per 
common share, compared with $1.14 
per share a year ago. 


Emerson Radio & Phonograph Corp. 
—For period ended April 30: con- 
solidated net profit, $1,118,768, 
equal to 53¢ per share, compared 
with $1,001,317, equal to 47¢ per 
share a year ago. 


Carrier Corp.—For three months 
ended April 30: net sales, $51,026,- 
000, compared with $68,586,000 for 
same period 1959; net loss, $1,530,- 
000, or 86¢ per common share, com- 
pared with net profit of $2,320,000, 
equal to $1.03 per common share a 
year ago. 


E. J. Korvette, Inc.—For 39 weeks 
ended May 1: net sales $116,123,- 
642, up 17% over $99,384,151 for 
same period in 1959; net earnings, 
$1,865,318, equal to $1.52 per share 
(comparative figure not available 
because of a change in the fiscal 
year). 





FINANCIAL NEWS 


Copeland Refrigeration Corp. has 
been listed on the New York and 
the Detroit Stock Exchange. 


Masters chain of discount depart- 
ment stores has announced a 300% 
increase in volume in the past three 
years. 


Magnavox has received the 1960 
“Investors’ Relations Award” from 
“Investor’s Future” magazine for 
having the most outstanding record 
of all companies in the television- 
electronics field. 


Electronics Capital Corp., capital 
bankers for the electronics industry, 
has announced investment commit- 
ments exceeding $5,050,000. Most 
recent purchase was $600,000 of 
five-year convertible debentures 
from Electro Radiation, Inc. The de- 
bentures are convertible into 70% 
of Electro Radiation’s common 
stock. 


Philco Corp. board of directors has 
declared the regular quarterly divi- 
dend of 933%4¢ per preferred share 
payable July 1 to stockholders of 
record June 15. 


Motorola Inc. has announced 70% 
increase in sales of home and port- 
able radios for the first quarter com- 
pared with like period in 1959. 
Portables were up 81%, clock 
radios 61% and table radios 65%. 


Granco Products, Inc. board of di- 
rectors has voted to raise the an- 
nual stock dividend from 5% to 
10% payable July 11 to stockhold- 
ers of record June 15. 


Landers, Frary & Clark stockhold- 
ers have approved an increase in 
authorized capital stock by 45,000 
shares to a total of 600,000 shares 
and a change from $25 par value 
to no par value. 








ELECTRICAL MERCHANDISING WEEK 


TAKIN G STOCK A quick look at the way in which 


the stocks of 52 key firms within the industry behaved 
during the past week. This unique summary is another 
exclusive service for readers of EM WEEK. 














































































































. 4 
46 
44 
42 
8 ‘ 
a 40 My 
$ 
a be 
38 
36 
34 
“ten FEB WAR WAR MAR MAR APR APR APR APR MAY MAY MAY MAY WAY JUNE JUNE JUNE JUNE JULY JULY JULY JULY AUG 
2297 4 84 ot hk 8 lee ka 
STOCKS AND DIVIDENDS 1960 CLOSE | CLOSE NET 
IN DOLLARS HIGH LOW |JUNE 20|JUNE 27 | CHANGE 
NEW YORK EXCHANGE 
Admiral 23%, 16/4 20!/, 17%, am 2g 
American Motors | 29'/2 21% 22% 22 — Oe 
Arvin Ind. | 27'\f, 21% 22% 22'/g — bh 
Borg Warner 2 48!/, 36'/, 37, 37% — 
Carrier 1.60 41%, 29% 30% 30!/, — %* 
CBS 1.40B 45\/, 36% 44!/2 42 — 2) 
Chrysler 1A 71% 42\/g 46!/, 46\/, + Vp 
Decca Records 1.20 34, 17% 30!/, 29° — i 
Emerson Electric | 50 33 49 47 — 2 
Emerson Radio .50F 22\/g 11g 20 17% — 2% 
Fedders | 20% 16% 18% 18!/, — 
General Dy. 2 53% 38 44% 42% | — 2 
General Elec. 2 99%, 845, 93 94 + & 
General Motors 2 55% 43 44 44\/, + % 
General Tel & El .76 new 34'/s 27 30% 30% — 
Hoffman Elec. .60 27% 18!/g 23% 25'/2 + 1% 
Hupp CP. %F 13%, 8%, 9% 10 + > 
Magnavox | 55 31% 50 52 os 
Maytag 2A 44\/, 35/4 36'/, 36/4 — 
McGraw-Edison 1.40 45%, 36!/4 37% 36/2 | — 1% 
Minn. M&M N.60 88 65 83% 77/4 | — 6% 
Montgomery Ward 2 553% 40!/, 41'/, 42% + 1% 
Monarch .2EO 19%, 12!/2 12% 12" — “% 
Motor Wheel | 23%, 15 15% 15\/, a 
Motorola 2XD 1941/, 140 175, 172 — 34, 
Murray CP 28%, 24%, 26 26\/, + V4 
Phileo 4G 38'/4 26% 315% 30, | — 1% 
R.C.A. 1B 783% 59!/4 683, 67% — , 
Raytheon 2.37T 53% 35!/2 41% 43%, + 2, 
heem .60 28% 18/2 20% 20%,\)— '‘'h 
Ronson .60 12%, 9%, 12 11/2 — ‘* 
Roper GD 211, 14'/g 16% 18 + 1% 
Schick 16% 1ol/, 10% 11%, | + % 
Siegler Corp. .2OR 43 29, 38!/, 372 ae 
Smith A. O. 1.60A 53% 3456 37% 36 — I% 
Sunbeam 1.40A 64'/2 50!/, 55 54'/ — ' 
Welbilt .10G 7 5% 5%, 5'/ — * 
Westinghouse 1.20 65 45\/5 62!/2 se, | — 3 
Whirlpool 1.40 34%, 23%, 27 25 — 2 
Zenith 1.60 1254 89, | 114%, | 125% | + 1 
AMERICAN EXCHANGE 
Casco Pd. .35E 10 64%, 9% 9% _ 
Century Elec. '/2 9%, 7%, 7%, 71, — 
DuMont Lab. 12% 6!/2 117, 12% + kh 
Herold Rad. 7%, 3% 4 4\/, + 
lronrite .25T 10 6%, 7, 8% + 
Lamb. Ind. 95% 454 6 7 + Ip 
oneal 6/2 4 4%, 4% | — 
National Presto 12 10% 12 11% — k 
Proctor-Silex 9%, 65 9%, 8% — ‘| 
MIDWEST EXCHANGE 
Knapp-Monarch site pe 5%, 5'/> ae I 
Trav-ler Radio _— a 8%, 9!/2 + ¥ 
Webcor 115% 12% + IVs. 

















A—Also extra or extras. B—Annual rate plus stock dividend. D—Declared or paid in 1959, plus stock divi- 
dend. E—Paid last year. F—Payable in stock during 1959, estimated cash value on ex-dividend or ex-dis- 


tribution date. G—Declared or paid so far 
value on ex-dividend or ex-distribution date. 


this year. T—Payable 


in stock during 1960, estimated cash 





ANALYSIS: Business remained 
from mixed to poor along Wall 
Street last week. While the overall 
market was declining at the close 
of the trading on June 27, EM 
Week’s 52 key stocks showed a 
slight gain of % pt. over the past 
week. The increase, however, was 
not general. It was the result of a 
few big gains that beefed up the 


average despite the fact that 35 
issues recorded losses or no change. 
Zenith, at a plus 11, led the stocks 
for the week, followed by Raytheon, 
Mont. Ward and Hoffman. The mar- 
ket trend remains the same: A few 
rising issues with trading heavy on 
an individual basis, but no overall 
increase expected. Five new highs, 
lows were recorded. 


two new 
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A Quick Check of BUSINESS TRENDS 














LATEST | Preceding YEAR THE YEAR 
MONTH MONTH AGO SO FAR 
FACTORY SALES 113 117 103 9.7% up* 
appliance-radio-TY index (1957 — 100) 1 (March 1960 vs, 
March 1959) 
RETAIL SALES 18.4 18.9 18.0 2.2% up 
total ($ billions) (May 1960 vs. 
May 1959) 
APPLIANCE-RADIO-TV 332 324 318 4.4% up 
STORE SALES (April. 1960 vs. 
($ millions) April 1959) 
CONSUMER DEBT + + 277 281 282 1.7% down 
owed to appliance-radio-TV dealers (April 1960. vs. 
($ millions) Aer April 1959) 
FAILURES 27 34 28 3.5% down 
of uppliance-radio-TY dealers — ped 
. ay 
HOUSING STARTS 128.3 125.0 156.0 17.8% down 
(thousands) (May 1960 vs. 
May 1959) 
AUTO OUTPUT 140.3** 137.6** 127.2** 10.3% up 
(thousands) 
PERSONAL CONSUMPTION 18.7+ 18.8+ 17.74 5.6% up 
EXPENDITURES (1st quarter 1960 
($_ billions) 
DISPOSABLE INCOME 345.34 340.8+ 327.44 5.5% up 
annual rate ($ billions) (Ist quarter 1960 
vs, Ist qtr. 1959) 
CONSUMER SAVINGS 24.6+ 23.7+ 23.5+ 47% up 
annual rate ($ billions) (Ist quarter 1960 
vs, Ist qtr. 1959) 
EMPLOYMENT 67,208 66,159 66,016 1.8% up 
(thousands) (May 1960 vs. 
May 1959) 





*New index being used. Federal Reserve Bulletin, Jan. 1960 (seasonaliy adjusted) . 
**Figures are for week ending June 25, 1960 and preceding week (revised). 
+Figures are for quarters. 

+ -+Federal Reserve Bulletin figures (revised). 


A Quick Check of INDUSTRY TRENDS 


An up-to-the-minute tabulation of estimated industry ship- 





ments of 16 key.products. New figures this week are shown in 
bold-face type. 














































1960 1959 % 

(Units) (Units) Change 
DISHWASHERS Apr. 50,700 40,200 +26.12 
4 Mos. 189,000 159,300 +18.64 
DRYERS, Clothes, Electric _..__. May 29,465 31,318 | = — 5.92 
5 Mos. 270,145 291,948 — 7.46 
EE SR May 24,235 14,585 | +66.16 
5 Mos. 146,943 144,635 + 1.60 
FOOD WASTE DISPOSERS _....__-_»__.. Apr. 61,200 63,200 = 346 
4 Mos. 240,300 232,300 + 44 
FREEZERS Apr. 105,800 112,900 — 6.29 
4 Mos. 368,600 403,700 — 8.69 
PHONOGRAPHS, Monourdl... Mar. 63,264 119,075 — 46.87 
3 Mos. 272,518 468,095 —41.78 
Stereo Mar. 242,523 168,117 +44.26 
3 Mos. 908,518 534,203 +70.07 
RADIOS, Home-Portable-Clock Week June 17 204,907 | 171,898 +19.16 
(production) 24 Weeks 4,800,937 | 3,896,686 +23.20 
RADIOS, Automobile (production) _...... Week June 17 135,964 | 138,334 - 171 
24 Weeks 3,087,652 | 2,665,870 +15.82 
TELEVISION (production) Week June 17 105,929 | 120,224 —11.89 
24 Weeks 2,740,097 | 2,576,252 + 6.36 
REFRIGERATORS Apr. 294,000 301,000 — 2.33 
4 Mos. 1,201,200 | 1,197,100 | + 34 
RANGES, Electric—Stondord... =» Apr. 68,300 79,700 —14.30 
4 Mos. 305,000 347,100 —12.13 
me Apr. 58,700 56,400 + 4.08 
4 Mos. 235,100 217,000 + 8.34 
RANGES, Gas—Stondord... == Apr. 128,000 136,600 — 6.30 
4 Mos. 515,600 545,300 — 5.45 
Built-in Apr. 29,900 29,100 + 2.75 
4 Mos. 106,300 92,700 +14.67 
VACUUM CLEANERS May 265,556 257,345 + 3.19 

5 Mos. 1,436,678 | 1,435,216 _ 
WASHERS, Automatic & Semi-Auto May 176,883 | 207,422 —14.72 
5 Mos. 1,020,782 | 1,111,258 — 8.14 
Wringer & Spinner May 67,060 70,512 — 4.90 
5 Mos. 302,829 | 357,033 | —15.18 
WASHER-DRYER COMBINATIONS _..._. May 9,589 11,604 —17.36 
5 Mos. 69,022 76,826 —10.15 
WATER HEATERS, Electric (Storage) Apr. 53,300 71,100 —25.04 
4 Mos. 237,600 284,200 —16.40 
WATER HEATERS, Gos (Storage) .......... Apr. 214,000 261,300 —18.10 
4 Mos. 890,800 | 1,053,100 —15.4] 


























Sources: NEMA, AHLMA, VCMA, EIA, GAMA. 
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Replacement parts 
when you need them 


The reason for our fast delivery is automated order 
filling. The stock of thousands of replacement parts for 
RCA WHIRLPOOL home appliances is controlled by IBM- 
RAMAC, an advanced electronic system which makes ‘‘im 
possible” shipping schedules a reality. 


This means more complete distributor inventories . 
and quick, sure deliveries to service people of needed 
replacement parts for RCA WHIRLPOOL appliances. It is 
another example of Whirlpool’s dedication to providing 
the best possible service to servicemen. 


Fast delivery and highest quality parts . . . wouldn’t 
you say that’s a pretty good combination? Next time, 
order FsP! 


Factory Specification Parts for 


Whirlpool tome appuances 


meet the toughest specifications in the industry 





Service Division, WHIRLPOOL CORPORATION, St. Joseph, Michigan 


of trade 


morks Sgt and RCA authorized by trademork owner Radio Corporation of America 
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.»» SOMETHING WORTHWHILE 


TO SELL BESIDES PRICE 


“Kelvinator’s Foodarama 
isa veal plus. .. a best seller 


with no competition 


‘Talk about a plus . . . Foodarama is a// plus. 


‘It’s the only major appliance I know of that’s 
exclusive and that sells in volume. 


“Women literally fall in love with it on sight. 
And it’s so competitively priced they pay no 
more for it than they would for many smaller, 
less convenient refrigerator-freezers. 

“But the best thing about it is this: when I 
put Foodarama in my window . . . or advertise 
it in the newspaper . . . it builds traffic for me 
alone—wnot the fellow down the street. 


























yy 


“And then, when it comes to closing, what a 
pleasure! There’s no shopping around or price 
chiseling. I make a good profit on every sale. 


“I don’t worry about Kelvinator putting a lot 
of dealers in my marketing area either. The 
limited franchise policy they have stuck to 
over the years gives me real protection. 


‘So Foodarama’s a real plus for me. While 
others are selling on price alone, I can sell 
quality and value at a profit!” 



























































What is the Kelvinator Plus? It’s nota gadget or 
gimmick. It’s a basic quality advantage . . . some- 
thing that makes Kelvinator appliances more 
useful, dependable or economical to operate. 


How can Kelvinator offer a plus in every appli- 
ance? Because unlike others, Kelvinator doesn’t 
make costly annual model changes . . . mere 


“change for change’s sake.” Instead, it concen- 
trates on basic improvements and introduces 
them just as soon as they are tested and approved. 
This philosophy of basic excellence is inherent in 
all products of American Motors . . . producers of 
Rambler automobiles and Kelvinator kitchen and 
laundry appliances. 


KELVINATOR DIVISION, AMERICAN MOTORS CORPORATION, DETROIT 32, MICHIGAN 
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